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Who else makes music the iiiaKic that can fill a niillion rooms . . . make a 
million moods? Who else has the suund that is so eiitrancinjxly ])ersuasive? 
Only Radio creates this warm rcNpotmc and only Spot Radio lets you choose 
the time and place to match it. 
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FIRST FOR 37 CONSECUTIVE MONTHS IN ATLANTA! Every ARB survey of the 3-station 
metropolitan area taken since October, 1957, has shown WSB-TV in first place. For the month 
of November, 1960, ARB found WSB-TV was viewed by the most people 71.8% of the time. 
The station's average share of sets in use was 45.8% against 30.2% and 23.97o for the other 
two stations. In few major markets of over 1,000,000 population do advertisers find such pre- 
ference for one station. This rating dominance teamed with WSB-TV's broader coverage pattern 
is producing good sales results for advertisers. Certainly your advertising belongs on WSB-TV! 



Rfprttfntfd h\t 



WOU uV channel 2 Atlanta 



Aflihated with The Atlanta Journal and Constitution. NBC alfiliate. Represented by Retry. Associated with WSOC WSOC-TV, Charlotte; VVHIO WHIO-TV, Dayton. 



buy St Louis la card 



*KTVI rate card your lowest 
cost per thousand TV buy in St. Louis 
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OO RIRS~r CLASS 



WI-rM K/V\vJ 



From programming (local McClatchy exclusives plus NBC network) 
to technical facilities, KMJ-TV is a first class operation. 

Not even the biggest metropolitan stations surpass KMJ-TV 
in quality of audience service. 
So it's natural to find KMJ-TV well out front 
in almost every way you can measure a TV station buy. 

And it serves a wealthy market — the Number One agricultural 
income county of the nation. Take a look. 



KMJ-TV • FIRST TV STATION IN THE Bl L L I O N - D O L L A R VALLEY OF THE BEES 

NATIONAL REPRESENTATIVE - THE KATZ AGENCY 
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WXYZ-TV (WIXIE) is on the move . . . 
Oiir late movie is something spiscial. Through the magic 
of video tape, Don Ameche is featured as nightly host. 
Mr. Ameche flies into Detroit semi-monthly to shoot his 
portions of HOLLYWOOD THEATRE, exclusively on 
WXYZ-TV every night at 11:30. 

This is another first in television for us . . . another reason 
for you to buy the station that always moves your product. 
So, go places with WIXIE . . .the station that's going places! 

WXYZ-TV 

DETROIT 



OWNED AND OPERATED BY AMERICAN BROADCASTING-PARAMOUNT THEATRES 
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TIE IN WITHfjl Wm-TAMPA-ST. PETERSBURG 



28th in Total Retail Sales* 




It pays to tie in with WTVT — 
the station that dominates the 
Tampa Bay area, where yearly 
retail sales now total a whopping 

$1,060,035,000! 



1 % 



TAMPA 

ST. PETERSBURG 



21 Florida counties, 
including populous 
Tampa Bay area 
(shown in color on 
map) constitute the 
territory covered 
by WTVT. 



SHARE OF AUDIENCE 43.3% 

Latest ARB 9;00 A.M. - Midnight 

CHECK THE TOP SO SHOWS! 



ARB 

WTVT 34 

Station B ... 15 
Station C . . . 1 



NIELSEN 

WTVT 33 

Station B ... 11 
Station C . . . 0 



ARB .Tampa SI Peleisburg Metro Area. Nov . 1960. 2-weeksumniary 
N S I . Tampa St Petersburg Metro Area. Aug.. 1960 



'Copr 1960. Sales Management Survey of Buying Power, further reproduction not licensed. 



YES, IT PAYS TO TIE IN WITH 



WTVT 



CHANNEL 13 



STATION ON THE MOVE IN THE MARKET ON THE MOVE 



TAMPA-ST. PETERSBURG 

THE WKY TELEVISION SYSTEM, INC. WKY TV WKY-l!ADIO- Oklahoma City Represented by the Kalz Agency 
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ABCTV's 2 Nielser 
worth a 2 minute 
investing 2 million 
network television 

Already the facts of 1961 are crystal clear. The competitive markets where the viewer can choce 
all three networks give each network the acid test, and here, ABC-TV emerges as the leacr. 
What's more, the only brand new shows in the top five (My 3 Sons and The Flintstones) are;n 
ABC-TV. The chart on the right clearly indicates that the big trend is to ABC-TV, and as 'e 
keep on saying .. .there is nothing harder to stop than a trend. 



rating point lead is 
study by any advertiser 

or more dollars In 

|i/hat network is first in the current 
Jielsen TV Report* for 1961? (And its 

\nsistently so.) 



1 


Rttting 


3 Network 




ShttTtt of Audlenctt 


ABC-TV 


21.3 


37.2 


^et Y 


19.2 


33.6 


Net Z 




29.2 



Vhat network has the most half-hour 
" rsts in the current Nielsen TV Report* 

Dr 1961? (Your chances for success are best on 
BC-TV; third only 12% of the time, Network Y, third 
'2% of the time; Network Z, third most of the time.) 





Half-hour 
Flrstsf 


Httlf-hour 
Seconds 


Half-hour 
Thirds 


ABC -TV 


23 


22 


6 


Net Y 


21 


12 


18 


Net Z 


8 


16 


27 



iVhat network has 3 of the top 5 pro- 
|rams in the current Nielsen TV Report* 

or 1 961 ? (ABC- TV is the trend- setter—not follower) 



ABC-TV 


The Untouchables 


37.9 


'Net Y 


Gunsmoke 


34.5 


Net Y 


Candid Camera 


33.8 


ABC -TV 


My Three Sons 


32.9 


Iabc-tv 


The Flintstones 


30.7 



Source; Nielsen 24 Market TV Report week ending Jan. 15, 1961. 
veraoe Audience 7:30-11 PM Monday throuflh Saturday, 6:30-11 PM 
jndiy. fABC-TV and Network Y tied for one-half hour. 
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NEWSMAKER 

of the week 



Mt'did depart iiifiit nrods iceri' oiilliiu'd last icrek for the 
RTES by Herbert Zrltner, v. p. -director of media, Lennen & 
.\e\feU. He rtdlod for direct recruiting from the colleges, 
formnl trnininfi progrnins. eJiminntion of rampant job- 
hopping, more selectivity in use of expensive research 
services, and nholition of unnecessary paper icork at the top. 

The newsmaker: lleihert Zcltncr came to Leniien & Xew- 
ell ill Jul), 1956. starting as media giou)) superxisoi on Colgate- 
I'alniolive. lie rose to assistant media director in i\o\ eiiilier. 1957, 
adding Loriiluid to his re?])on'iibilities. In Aovember, 1958, he 
heeaiiie a \ ice president of the e()iii])aii} and assumed the media 
direetor-iiip in Deeemhcr, 19.19, at age 30. 

Zeltiier told the R'l HS tiiat agency media departments in tiie 
|)eriod just ahead most likely will 
!)(■ stronger than e\er, ■■contribut- 
ing ini])<)rtantly to major market- 
ing derisions and to tiir establish- 
nieiit of increasingly effective 
imdgcts and media ])lans. He 
predictetl extensive growth in the 
areas of researcii and evaluation 
which will iieighten the media de- 
partment"? effect iveiiess. Tiianks 
to automation, media functions 
will he |)erfornic(l by fewer peo- 
ple, most of tiiein working at su- 
pervisor) levels for high salaries. 

l>iJt Zeltner cautioned that the-^c 
■■exciting ami rewarding ])ossibilities cannot he attained simply by 
default." I'lrst of all, top. notch people are needed and. on a long- 
range basis, he suggested more attention to recruitment directly 
from the colleges. Then, when tiie new talent is brought in, definite 
])rovision for formal, complete training is necessary, he said. 

lie called attention to the "siiortsightcdness"' of talent raiding, 
■'so ])revaieiit in our business." Often, he j)ointed out, a potential]) 
fine media buyer makes the mo\e to another agency too (piickly and 
finds liiiiiself in a jol) for which lic"s nnpre])ared. This of course is 
bad for b()tii ageiicio and the iiiaii. states Zeitnei. who achises more 
discriminating, disciplined hiring policies. 

Ill the area of research ])ureliase. Zeltner says that due to the 
laige quantities available, it's no longer eeonomieul or wise for an 
agency to biiv it all, or c\on most of it. l)u])lication must be elimi- 
nated, and each agency has to arri\e at a combination which best 
meets its needs and those of its clients. /Vecording to Zeltner, "every 
research ser\ ice innst he challenged to defend its place in the roster 
of a"ene\ ?ervices. ' ^ 




llerhi'rt Zeltner 
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Commercial 
commentary 



Justice for Bell & Howell 

Peter IVteisoii. f\cciiti\ c \ .|). of Bell & Howell, 
is unhappy about 2 j!imi;ii-\ ■'Coniineiitar) ." 

Vou may reineinher that roliuiin as one in 
which I critieized IVteivoii fur 5a\iiig; al a I)e- 
ceinher foriiiii of the Tele\ isioii Acadcnu that his 
-iolc inaiiapcnuMit rcsponsihilit) \\a* to ''iiuixi- 
iiiize profits." 

lie writes from Chicajio that this single sen- 
Icnee. taken out of eoutext. does not accuratel) reflect his "total 
philosophy of the respoiisihilities of business'' and suytic^ts that the 
misinterpretation should he cleared up. 1 am delighted to do this. 

In fad, I want to apologize puhlicK to holli Peterson and Bell &■ 
Howell for anv emharrassmeut or misunderstanding of their posi- 
tion which iin remarks nun. unfairly. Iia\e caused llieni. 

I also want to try to restate, with a little more clarity than 1 did a 
month ago. luv own strong cduvietions on this snhject. 

Tlw Peler.soii ]>IiiI<)s<>])liy 

Peterson .»a\s. "Tlieve are few things 1 feel nmre deepi) ahout than 
a coiupanv's hroad responsihilitj and how it must eoiistanlK stri\e 
to achieve both its shorter term profit ol)je( li\es and its longer term 
respoiisihilities to the sorielj to which it Belongs. 

As proof of this he suhiuits Both the prepared speech he delivered 
at the Television Academy foruui ( iii\ (luote was taken from an ad lib 
remark during the discussion period) and a talk he deli\cred la-l 
\ear before tlie Chicago chapter of the AWRT. 

Both are good speeches. The first was titled ■'Does Controversial 
Public Programing Make Good Business Sense?" and Peterson as- 
sured the Acadenn that it does. His AW'BT talk, "Is Gi\ ing People 
What They Want the Answer?'' was perhaps e\fn more revealing. 

In this he demolished the economic case for nierel\ "giving people 
what thev want'' 1)\ showing that companies which depend on this 
concept and refuse to keep aliead of their market almost in\arial)l\ 
fail (according to a \ ()luminous Brookings Institute study). 

He said. '"Mam businessmen realize that while the chief function 
of business is to make a profit, it must broaden its ccmcepts of profits 
jto include at least loiisi-tenu profit as well as short term. 

"The loiig-terni profits of aii\ Business (ib\ iou-<l\ depend not oiil\ 
M\ the qualit\ of the pruducts it makes and the o\er-all trend of its 
indiistr\, but on the t|ualit\ anil \ilalily of the soeieiN it ser\es. 

W'e all talk gliBB about the rise in the standard of li\ing to 
uhich our business growth is tied. \e\. a societ\ clearB cannot 
lave any genuine and permanent expansion in the standard of li\ iiig 
inless there is a genuine rise in the standard of thinking. 

"In toda\ s and tomorrow's inci ea>iiigl\ complex world an cdu- 
'ated public is not onl\ the best guarantee of a democratic society 
{ I'lease turn to pa^e 14^ 
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WVET Radio 



ANCHORAGE 

Ml 

ROCHESTER 




— LONDON \ -A^ , 

I \ MOSCOW 
— I PARIS, 'TOKYO 
ROME — 

HAVANA 



/ CONGO 



*.\ BUENOS AIRES 




ROCHESTER, N.Y. 



ONLY SECONDS AWAY 
FROM ANY NEWS CENTER 
ON FACE OF THE GLOBE 



WITH COMPLETE 

NBC NEWS 



WVET-RADIO -ROCHESTER 4, N.Y. 




WVOK IN BIRAnXGHAM 

AM) ^v^,A^^ in Montgom- 
ery 15 LAXK.ETTIIE WHOLE 
STATE OF ALA14AMA. AND 
PARTS OF GEORGIA, FLOR- 
IDA, MISSISSIIMM. AND TEN- 
NESSEE 

WVOK 50,000 watts 
BIRMINGHAM 

WBAM 50,000 watts 
MONTGOMERY 

REPRESENTED NATIONALLY BY RADIO-TV 
REPRESENTATIVES, INC. 
SEE SRDS LISTING THIS PACE 
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Got a tough market to 
crack? Call in CBS Films' 
"The Brothers Brannagan." 
In seven-station New York, 
this brand-new detective- 
action series consistently 
tops all competing shows !* 
And reports from more 
than 100 other markets 
sold to date— Atlanta to 
Providence, Dallas to 
San Diego— indicate the 
Brannagans are taking 
audiences by storm. 

Sponsor action? Camel, 
Standard Oil of Indiana, 
American Stores, Blue 
Plate Foods, Chesebrough- 
Pond's, Campbell Soups, 
Rheingold are staking 
out customers with 39 
Brannagan half-hours. ^ 

Co-stars Steve Dunne 
and Mark Roberts have 
just completed a month- 
long, nationwide personal 
appearance tour, making 
legions of new friends for 
the show and its sponsors! 
Now is the perfect time 
for you to get in on all 
the excitement. Just call . . . 

® CBS FILMS 

"... Th* b«a« film programt for all atationt." OffUf 
in S«w York, Chioago, Dotrott, Lob Angolo; Botton, 
St. LouIb, San FrancUco, Dallat and Atlanta. And 
tn Canada! 8. W. Caldwoll Umitod, Toronto . 
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Commercial commentary (Com. jrom p. m 



it is ni.-o liie best guarantee of a \ igormi* ecoiioiiiio order. 

"And if our eonipaii) ha? in some small way contributed to that 
kind of educated public, it can t help but he in our company's long 
range interest to do so." 

Such excerpts gi\ e. I beliex e. a uuieh fairer, clearer jiicture of the 
f'eterson and I?&ll pliilosophy than did the one sentence quote in m\ 
2 January column, and 1 am glad to put them into the record 

l^ct me also sav here that 1 greatly admire both Pelprson and hi 
eoniitany for their enlightened t\' sponsorship. 

has been a courageous, public spirited i)ioneer in bringing 
Us iiiagiiificent programs on such sid)jects as liirtli-control. the mis 
sile lag. integration, and featlierbedding by lalior unions. All of ii; 
stand greatlj in their debt. And if 1 seemed in any way to demear 
their contribution. 1 did tliem a great injustice. 

Uut wliy iiiarket-rosearcli \irtiu>? 

I?ut ha\ ing said that 1 want to make it perfectly clear that I \'io 
lentl\ disagree w ith Mr. Peterson on one \ ital point. 

He writes, "The question that deserxes added discussion in ou 
judgment is whether spending major tv funds in tliis area niakei 
sense from the standpoint of sales and profits. If this question i 
answered afTirmatively, we heliexe that many more companies wil 
sponsor public service programing to the ultimate benefit of tele 
\ision. business, and our societ\- as a whole." 

Well, I think that is totally wrong. 

To me it's a little like sa\ing. ""llie quickest wa\ to persuade 
prostitute to give up the priniro.-p path is to show her that she cai 
maximize more dongh (both short-term and long-range) by follow 
ing the lily lane of \irtae. So. hojs. let's spread this gosi)el. 

Such reasoning is atrocious philosophy, abominable morality, an 
unsjieakable theology. Furthermore it is psycliologicalb unsound. 

I don't for a minute belie\e tliat Messrs. Percy and Peterson en 
barked on the 15&H program of public spr\-ice sponsorsbij) hecaus 
they had factual ev idence of its sliort- and long-term profit potential: 

1 am sure they did so because tliex are intelligent lionora]>lp me 
of clear \ ision, strong faith, and an acute sense of re.sponsibilit; 

■ And I am a])sohitely convinced tliat an\ public ser\Mce sponsorshi 
that is worth a damn must start on this same basis of enligbteniuen 
not because it "makes sense'" sales- and profit-wise. 

Our pr(d)leni in promoting public ser\ ice programing is to stimH 
Inte in more advertisers the B&ll \ision and faitli uot simply 1 
assure them that tliey will gel a big red apple for being good bo\ 

That is why 1 deplore tlie "niaximi/ing profits" ])it in connecti* 
with public service shows. It's like tr\ing to justify the Goldt 
Pule with sales figures. 

1 don t doubt that this can be done (at least on a long-term basis! J 
j\nd 1 am reasonably sure that a l>att(>ry of market researehe* 
equipped with IBM maehines. could find statistical e\ idence till 
"honestv is the best polic\" and that the 10 Conunauduieiits pn\ o 

l?ut such labors seem to me both absurd and dangerous. Th 
ba-;tardize the principles the\ pretend to explore. Tlie\ apply oi 
dimensional measures to three-dimensional concepts. 'I he\ deba 
the moti\es of all men of goodw ill. \nd they fail to pro\ ide t 
inspiration which, in m\ opinion, is an absolutely e--»enlial ingredie 

Do ) ou care to debate this. Mr. Peterson? 1 
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Reps at work 




Howard Rothenberg, i-;i>tiMii inaruijicr, 1^ ciclt-McKiiine}-, 

Inc.. i\e\v ^ ork, fools lli;it ■'poiliiips one of tlic more challenging 
prolilenis of tlio rep oifrnni/atlon is lliat of coiivincin'r station nian- 
pfienient to in\esl lu infoiinali\e sales and promotional <lata data 
kvliicli mifilit not l)rinj: l)afk an innnediate return on investment. 
L'liderstandnlil) . station manage- ' 
nent. facec! with rising costs of 
abor and technical e(pii])nient 
nid ser\ices, can he liesitaiit 
ibout making tins t\pe of in\est- 
nent for the long haul. However, 
oday s media l)u\ers. examining 
Toadcast media in a highl) seien- 
ific light, eoutinuall) emphasize 
heir need for factual inf(Mniation. 
\nd. as media competition in- 
reases for the total aiKertising 
lollar. as well as the "spot" dollar, 
he stations that liest pre.sent a complete picture of their market and 
heir wares will develop a decided edge. It will he up to enlightened 
•tation management to maintain stronger counsel with their reps. 

I'Vew sales approaches, accurate coverage <lata. better market iiifor- 
nation and audience measurements will be of great importance."' 

Doug Wallach, mgr. of >ales. (^rant Webb & Co., New York, issues 
I plea for '"realistic rates. ' lie describes a fretpient >eipience: "Hie 
epresentative makes a sales presentation to the agenc\ timebu^er. 
ITie bn\er sho\\> interest, but on subsequent calls he gi\es the rep 
^he 'silent treatment." The rep asks the station manager if the adver- 

tiser has made o\ertnres to bu\ a 
schedule either directly or through 
the di>tributor or some other agent. 
The >tatioii manager informs the 
rep he ha.- just sold a >chedule to 
the di?tributor at the local rate."" 
Sa\ s Wallach. "On thi> series of 
events has foundered the relatioii- 
>hip between many stations and 
their reps. Some of the realities a 
.-tation management nm-t face u|) 
to when he establishes his rate: 
(ll .All) diflerence between local 
ind national rate forces the national advertiser to bu> localh through 
vliatever person he can get it cheapest: (2 I The station must deter- 
nine what is the lowest rate for which he can .sell hi.s station and still 
nake a reasonable profit. .\n\ sale below this minimum rate i.- a 
ed ink operation: (3 t The minimum .-pot rate must inelnde the cost of 
he reps services. To finance his expenses to generate new bu-ine-.*.'' 
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K-TOP 
Happens 
To Be... 




Media men who know their oats also 
know that sales snap, crackle and pop in 
the prosperous 750.000 N E Kansas mar- 
kef when you sell 'em on K-TOP. 

Pu/se and Hooper Prove 
K-TOP TOP RATED 

Pulse (Oct. '60) rates K-TOP No. I in 
total, audierice (40% Avg.) — 7 a.m. 
to midnight. 

Hooper (Aug. -Oct. '601 — 

37.6% — 1 a r". *o '>oof> 
42.2% — noon to 6 p.m. 



REPRESENTED BY FORJOE AND CO.. INC. 





1490 KC TOPEKA 



I'dXSOii 
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PATTERN 

(ANY ADVERTISER WHO CAN 
AFFORD TO SPENDS1,000,000 
ON NETWORK TELEVISION CAN 
AFFORDTO SPEND A MINUTE 
ANALYZING THIS CHART) 



While this image will never appear on your home 
screen, it is in ftict an accurate statistical picture 
of what has been going on in network television 
since last October. This is the record for all reg- 
ularly scheduled nighttime programs- shown by 
networks and by types of programs. 

Why should anyone look at television in this way 
when there are many simpler (and more enjoy- 
able) ways to look at it? Briefly, because today's 
sophisticated advertiser commits millions of dol- 
lars to television only after the most careful study 
of marketing objectives, program possibilities, 
and network environments. What kind of pro- 
gram, he asks, will best serve his specific needs? 
And where is it most likely to prosper? If you are 
such an advertiser you are interested in the whole 
pattern of network programming-the big picture 
on the screen below. It shows that: 

-tlie CBS Television Network continues to win the 
biggest average audience for its iiiglittinie schedule. 

-the CBS Television Network also consistently 
attracts the biggest average nationwide audience 
in every category of entertaiiinieiit prograininitig. 

-the CBS Television Network presents the most 
evenly balanced schedule, as indicated below by 
the number of hours devoted to various catego- 
ries of programs. Only this network provides such 
proof of performance in every category. 

As the test pattern shows, one network oflcrs both 
viewer and sponsor the best of everything. No 
doubt that's why sponsors each year invest great- 
er sums in the nation's largest single advertising 
medium, the CBS TELEVISION NETWORK® 



A T J - TT V serves the public interest 



1 rjOSTH 



• iAXl-i I K ILL 




7(1 ancn, 



/ "Uti/mJfuiler 



/A 



F R E E > I C K. 



MONTGOMERY 





THE GREAT CENTENNIAL 

Footnotes to the Civil War in the Channel 
8 Area Every Monday Morning. Each 
progi-am in this fascinating historical series 
features a separate community, as many 
cities and towns in the Channel 8 area were 
affected by the Civil War. Well-known 
examples: Battle of Gettysburg, burning of 
Chambersburg, Confederate occupation of 
York. This series is just one phase of 
this station's many activities dedicated to 
inspire and enlighten the viewers it serves. 




Lancaster, Pa. • NBC and CBS 



STEINMAN STATION 
Clair McCollough, Pres. 

Representative: The MEEKER Company, Inc. 

New York • Chicago • Los Angeles • San Francisco 
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I iiirr]\Tcl(ilt(>ii and ciiiniiiriiidry 
on iiiosi si 1^1 lift ran I Iv ratlin 
and iniirliClina, urns aj llir itctd: 



SPONSOR-SCOPE 
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Ford's wiHiii-iiH'ss to pull back ahoiil 88 iiiillioii of its iv network iiivcstnu'iits 
for the roiiaindcr of (hi?; reason cai) have oiiiiiioiis Dctniil oM'rloiio?^ for iv. 

It all started willi F'ord's move to sell olT half ul' llic Alfred Hiltdieoek sliow 
(K&E), Mtlh Kevloii as ihv interested party. 

Revlon aflded a rider to its interest: it \V)iidd like also to lateli on to an alt<'rnat(> 
half-hour of the <'nrrently hifih-rated Wajjon Train, of wliicli P'ord via JWT controls 
an hour e\ery other week. 

The fly in the ointment as far as Wagon Train is concerned is this: aeeordinj; to iSHC 
TV's arranjienient with K. J. I{(>ynoI(ls and National Hiseiiit they <;ot the first call 
o)i any added ])art of Train tliat heeonies avuihd)lo. 

Hence the situation stands this way: if only o)ic or the otiier of them takes on an 
additional half-hour of Train. Ford's pot a <loaI with I{o\hni. If both Itoynolds a)id 
National Biscuit exercise their o|)tion. then the whole Ford-Hevlon transfer will j»roh- 
ably go by the boards. I F'ord. in any event, has reca|)liire rights to Train in the fall. I 



The action within the Lincoln-Mercury division sort of confirms the niiirniurs 
that have been coniins; out of agencies closely identified with automotive accounts. 
And these murmurs have been to this effect: 

• The giant divisions will be back in tv this fall I)ut the disj)oS)tion will be, witli 
exceptions like Dinah Shore and Rrnie Ford, to veer away from long-term contracts that 
lia\c no escape batches. 

• The newi^r breed in management will be less inclined to bew to the tradition 
of identification with a conij)any-controI]ed progra)n and hence the trend toward hay- 
ing ])artieipations i)i bonr shows will he ste|>ped up considerably. 

• Syndication will loom bigger in the automotive j)icturc, because Detroit will be 
able to turn to this facet of tv in cases where iiiflucntial dealers demand greater progrinii 
identification for their markets. (Ford tests in this regard, it is intimated. ha\c so far turned 
out c|uite satisfactory.) 

Take it strictly as Washington 8j)cci)lation, hut where new FCC cbairnian New- 
ton Minow is cx])ected to exert early ]»ressiire is on the stringing together of too 
)iiany eoniiiiereials in tv. or what is better known as s|)olting. 

If this anticipation starts gathering credence in agenr\ -advertiser circles, don't be sur- 
])rised if there's a rush to r(>establisli on-tbe-honr franebises. something that not so 
long ago was a |)o|)ular thing with Maxwell House coffee and di\ crK cigarettes. 

Aj)j)areiitly taking its eii(> fr<))ii JWT-Ford dealer efi'orts. N. W, Aver is bent on 
getting where it ean the Ioe;iI radio rate for I'lynioiitli-Valiant dealer groii])s. 

Ayer's gambit in this direction last week: inquiring of Michigan stations whether they 
were granting loeal rates to ''regional automotive groups." 

The query obviously bad a disturbing efi'eet mi the rep field. Thev recalled Aver 
media chief Les Farnath's notice to iheni last summer that if the local rale confu^io)! were not 
clarified soon the agency woidd deal directly with stations in behalf of clients whose 
competitors were getting the local rate. 

Ex])laincd an Aycr tiiiiebiiycr to SPONSOR-SCOPE: All we're doing is finding out 
whether the local rale is being applied to regional dealer groups. V^'here there's no local 
rate we'll ])ay the national rate." (The Michigan flight, incidenlalh. breaks 20 February.) 
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SPONSOR-SCOPE continued 



P&G last week swept llio board clean of its spot l\ sclie<liiles on Cheer (Y&R). 
The step's just temporary. It was done to reevaluate its needed spot weight. 
Anoilier sweep of the spot board: Aiiahist (Bales). The brand lately has been 
fatleiiin'; up its network tv participations. 



America Chicle is implementing the ])olicy it adopted last fall of allotiug a 
more substantial share of its budget to spot tv. 

It's buying via Bates 17 to 23 schedules in quite a list of markets, with extra 
weight in markets where Dentine and Clorettes are not getting the wanted exposure 
through the raft of day and niglittiuie participations Chicle sponsors on ABC TV, 



TvB lias moved its research efforts into a field that's coming imder more and 
more challenge from advertisers: namely, the degree of attention paid to tv com- 
mercials. 

What the TvB project consists of: a pilot study seeking to measure how certain 
commercials have registered with and impressed viewers. 

JWT and Y&R among others have had continuing studies along these lines for some time. 
(For Marion Harper's latest \ ie\\s on this subject see SPONSOR- WEEK, page 00.) 

Here's likely evidence that Crest has got the maxiuiiim ride out of its pat froni 
the American Dental Association: the same P&G"s Gleeni has moved ahead in share 
of sales in the food index. 

It's only by eight-tenths of a point })ut that still puts Gleem now No. 2 to the champ. 
Colgate. 

Still another comeback: the Betty Crocker layercake mix has taken the lead hack 
from Duncan Ilines, if only by a six-tenths margin. Hines in the October-November store 
count went down five points, with much more of the difference going to Swausdown. Spe- 
cial case allowances may have had a lot lo do with it. 



Eveu though the casualty rate for nighttime tv network programs keeps going 
up from year to year, a series with a 2j>-30% share lias a better than 50% chance 
of surviving into the next sc^asoii. 

That seems to be the key observation to be made from the following chart from Nielsen 
showing the program turnover by share level as it stacked up for November-December 1959: 

SHARE NO. SHOWS 

45% plus C 100% 

40-44.9% 13 92% 

35-39.9% 16 88% 

30-34.9% 21 02% 

25-29.9% 24 58% 

Under 25% 34 15% 

Average Share Total Show.** Ueturiiees 

.30.1%, 114 56% 



Wliat lots of stations will welcome as a change: Laiiolin Plus (LaRoclie), one 
of barter tv's biggest customers, will soou be putting cash on the barrelhead for 
schedules. 

Tlie cash list will run to around 60 markets. leaving about 65 markets still ou a 
barter basis. 
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SPONSOR-SCOPE contimu:d 



Alliliatc rmctioii to (^ItS TV's introduction oi tlu> niinntc purticipution riitc 
for it>i 10 to noon n\nn\ of pro<;r:iniiH<: ^viis not ^^itliont an aiiiii.'iiH'; Mi(l«>li<;lit. 

The network's station relations drpartnient isliippcd out this \sir(' to hesitating afTihatc*: 
"Ilnrry! liiirry! hnrry! \sc'(\ like yonr arccptanrc of tlic daytinic ininntc |>Iaii by 
('lo!<<' of husiness Friday." 

Responded one afliliate: "Wo deplore the plan, Rf-Iievo it had! had I had! for the 
industry." 

(For afliliate, rep. afiency. advertiser, ele., appraisal of plan see page ?>?>.) 

It looks at the nH)nient that if I'&G lias ni<;httinie doings ■with AHC TV next 
season it will ho strirtly on a participation hasis. 

P&G agencies ha\e this expectation: the Kiflonian and The Law and Mr. Jones — 
the latter if ARC agrees to waive its contract control — will wind up on iVIlC TV. 

ABC eonhl say this season it had the hidk of the l*<!vG nighttime hiisiness. 

Lever has ([uite a poke to |nit into network nighttime tv for the siininier, hut 
it'll prohahly ])Ut ofT its hnying until the hist luinnte. 

Reason for delay: it figures it will then be in a nuirh hotter huyers' market. 

There's also a lot of spot tv in the oflTing. hnt this will he honght with the nec<l 
and regardless of anything else. 

Admen generally recognize that the special news events program offers a po- 
tent andienco vohiele for the next two years or so hnt their inclination to do some- 
thing ahont it is dogged hy a liard-to-solvo dilemma. 

And that dilemma is: how can you sell a client in huying a franchise in program group 
of this sort when you know that the placement and content of his commercials will ho 
at the mercy of the prodncers of these news doenniontarios? 

As one agency executive put it: some of the special news events program prodnc- 
ers hand down edicts as thongh they were the iVew York Times, overlooking in the 
process the simple fact that the viewer has hecome accustomed to changes of mood hetweon 
the ])rogram and the commercial content. 

New York agency executives jnst hack from lookaroiinds in Hollywood are 
voicing the opinion that the freelance tv program producers are facing a bleak 
1961-62 season. 

It is their estimate that the freelancers have anywhere from 125 ot 150 pilots in the 
works which have hardly any place to go if the networks adhere to their plans to eement 
into their schedules a night ])rogression of one-hour shows. 

Note these admen: since network schediding is becoming less and less a free mar- 
ket, it would be easy to predict that independent ranks >n two or three years will he 
shaken down to four or five suppliers. 

The outlook is for ABC TV to go exclusively 60-iii'uiiite programing Siniday night 
next season, which would mean but four shows on tap between G:?>OAO:?>0 p.m. 

ABC TV apparently isn't letting up in its effort to find a format that ^vonld 
tend to jnit its aflTih'ates on a eompetitive basis with Jack Paar. 

In the plaiiinng stage is this idea: putting on reruns of such series a« ]Mav<'rick and 
Sunset Strip and Hawaiian Eye from 11:15 to 12:15 p.m. 

Half of the commercial spots would he made available for sale hy the station*. 

Agencies that have been felt out on the proposal are under the impression that the starl- 
ing date would he before the summer. 

An obvious adverse effect: the sale of old features. 
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SPONSOR-SCOPE continued 



Browii & Williaiiison's allocation of corj)oralo comiiiercials to some of its niglil- 
linie network tv lias stirred some sj)eeulatioii regarding the objective. ^ 

Two of ihe speculations, which, by the way, Bates completely disavows: 
ll B&W is being sj)im off from Ini|terial Tobacco (Canada), preliminary to the 
making available of an American stock issue. 

2) There could be a B&W brand on the way. 

Sellers of tv haven't as much to worry about in competing against magazines 
on j)riec vs. audience delivered as they might think they have. 

Told SPONSOR-SCOPE by a leading cosmetic advertiser: ihe media costs of the 11 
magazines be uses has gone uj) 1.3% the j)ast year, whereas their circulation has in- 
creased less than 6%. 

IVI5C Radio has thrown in the towel with regard to its ability to sell the Fri- 
day night stretch of Monitor: it's cutting out the two hours and .30 minutes of this 
portion of the Monitor weekend. 

Remaining intact for Monitor: Saturday, n:05 a.m. to midnight and Sunday, 3 p.m. to 

10 ]5.m. Monitor sales bad been close to 90% until the turn into the New Year. 

Campbell Soup's (BBDO) bullishness about spot radio is as stalwart as ever: 
it's embarking 20 February on another nine-week campaign in aj)proxiniatcly 80 
markets. 

Why the canner continues to be so radio-minded: the continuing frequency provides a 
tool for selling Campbell's less |)0])ular souj) varieties. 
The key word in Campbell's radio lexicon: tailor-made. 

Don't be surj)rised if CBS TV before very loug establishes a more favorable 
c()m|)ensation structure for its affiliate stations. 

According to what some major agencies have heard, the maximum percentage under 
this revised esculator may not be far from the net j)roceeds obtainable for an af- 
fdiate if it sold the time locally. 

Tfie move would serve, as these agencies see it, to assuage in large measure affiliate 
reaction to network trend toward wholesale ovcrlaj)piug into station option time. 

CfiS' more immediate gesture in that direction: allowing affiliates to sell time in re- 
rims of Gunsiiioke as of 7:30 Tuesday night's next fall when the network intro- 
duces a Saturday night one-hour version of the same series. 

Some stations don't regard this Tuesday grant as a windfall, because in giving up 10:30- 

11 ]).m. Saturday they're losing, they say. one of the most desirable sjiot half-hours 
of the week. 

I'illMlmry (Fiuriiett) appears to be eiicoiiiiteriiig some difficulty in getting sta- 
tions to accept jiiggybacks combiiiing cake and jiiiiicake mixes. 

Alliludc of the <lpmurring coterie: the rate for the two brands would still be the 
miiiute rate and thai if they were followed by another commercial regardless of length the 
stiitiou would be guilty of triplesjiotting. 

Factual note: iho use of j)iggybacks. ])articularly associated with Bales, has been in- 
(•reusing the past two years, most of tlioni. unlike Pillsbur)"s. coni])rised of unrelated 
])rod ucts. 

For other news coverage in this issue: see Newsmaker of the Week, page 10: 
Spot Bu\s, page 49: Sponsor- Week Wrap-Up. jiage. 68: Washington Week, page S.S: SPON.SOB 
Hears. ])ngc .">!!: T\- and Radio Newsmakers, page 75: and Film Scope, page 56. 
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FARM GALS ANALYZE SPRING GROPSI 

' V ... in i{i6 ^and cMiflk md ^om^ \ 

And they've decided the Ivy League needs more cultivating! Seriously, 
with our ideal living conditions, today's farm families are modern as 
Manhattan. And speaking of analyzing, how's this for good Television: 

1. Channel 2 for these extra Counties. 

2. CBS for the best in Public Service.. 

3. 400,000 TV homes for greener pastures. 



6REEN BAY, WISCONSIN 

HAYDN R EVANS. Gfnfrjl Manjifr • Rtcr»s»nlfd b, IHE RAIZ A j E f. f Y 




49th and 
Madison 



Liked code story 

(longiatiilatioiii-. ;iik1 tliaiikb. on that 
.>ii|)erl» st()r\ on the Radio Code in 
till' 10 .)aiiu;ir\ iissuc of SI'(i\S()K 

1 ha\e a feeling itV goiuj; to hiiii'i 
mail) into the fold, and I. as a iiifin- 
her of tlie hoard, am |)ers()iiall\ 
jiialefnl to \ on. 

Cecil WOodland 
pi'iirral manager 
'U'FJL 

Srraiiloit. Fa. 

One, above oil 

Maiiv of u< ill radio are alreach gel- 
liiijl reaclions to the ''Siionsor Hears 
item aluiut J\VT"# local rate acconi- 



|>li>hnieiit.-- I l(> Jaiiuar\ ) for Ford. 

While it's po.ssihle that JWI' has 
heen ahle to hin <"()'( of its stations 
at local rale it eonlil well he true thai 
at the same time th('\ 'rt' 1 u\ing 70'~< 
of ihese stations at national rates. 

Main stations, realizinji that a 
one-niinute spot i.s 60 seconds no 
matter ulio Inns it. lune onh' one 
rale and while this could he called 
local, ue jirefer to call it fieiieral. 

The inter|Ji('talioii that can ea»il\ 
he read into \our re|oort is that ">()' '( 
of the stations heinsi houglit h\ .IW T 
for Ford aie sellinj; "off rate'' wliich 
is unfair to hoth the stations, and 
.IWT as well as Ford. JW'T enjo\s 
one of the finest reputations in the 



industr) tlie\ are firm helie\ers in 
the puhlished rate card. 

Ill defense of the ethical siaiion 
o|jeralors who we re |)re.seiit. we re- 
(jnest that \ou call attention to the 
fact that more and more stations are 
mo\ iiig to a one rate |iolic\. Call it 
local, national or general rate. 

Carl L. i>cluiele 

president 

Broadcast Time .^ales 

A. r. c. 

• ' I I- I nir. iiirlu<lril, *a%* JU I. in Hii^r 

n rr I Ii r ■» a im >I al i o ii •> on the 1 ' o n I I i - 1 I li n I 
Iia* a(l(»|>lr(I a >.iii;;lc ral 

Gets results 

I would like to take this o|)porlnnit\ 
to thank \ ou foi allow ing me to dis. 
cuss our W FHR "Sing Along" stow 
in \our 2G Dec. "Sponsor A^k#.'" 

Of particular interest to me was 
the ie?|)onse I iecei\ed from |)eople 
directi) and iiidireclh connected with 
our husiness. I sup|)ose this should 
not ha\e come as am sur|jrise. but 
w hen \ on get direct action for in. 
forniatioii such as we did. it is iiuleecl 
most gratif\ing. and once again 
pro\es that sponsok can get le.sults. 

\\ illiain A. Schweitzei 
program director 
WERR 

lin/Jalo. X. ) . 
Fine — to o point 

It was with great interest thai 1 read 
the |)ieee on jingles contrihuted h\ 
Ben C. Allen. I\ co|i\ grou|) head at 
BRDO. in the "S|)onsor Asks " col- 
umn in \onr 2 Jaiiuar\ issue. 

IC\er\ thing was fine to a |)oinl. 
1 enjo\e(l his sage eomn eiits on the 
influence of mnsic. its ahilil\ to set 
the stage pro; erh for a desired ef- 
fect, the |)o\\er of iiiusie to motivate. 
It was great, anil made iiie feel good. 1 

But then I was hrought down In 
the last |)aragiapli in which .Mr. \l- 
leii slates iluil "'no one . . . has done 
am research on the elTecI of inoli\a- 
lional iiinsic. " lias a i]uarler-c(Milur\ 
of e\|)eriiiieiilatioii. |»ioiieering. sci- 
eiitifie stuil\ ill the field of harV 
ground iinisie gone to waste? 

\Ve"\e got so main facl» and fi;'- 
ures here at Mu/.ak on the influence 
of music on iiidi\ iihuils at all limes. 
I |)au-e at itcniizing the material. 
Ask Mr. Mien to eniiie on down 
-oiiieliiiie and see for hiirself. 
."^Iaiile\ Warren 
director of pnhlic relations 
I ///;(?/.• Corp. 
\. 1 . C. 




NO, THIS IS "KNOE-LAND 

(cmbrocing industriol, progressive North Louisiono, South Arkansas, 
West Mississippi) 

JUST LOOK AT THIS MARKET DATA 

I'opiilaiioii t,r)20.l()0 Ding Sales S -lO.S.^.^.OOO 

lIuLisihoias 423,600 Vmoinoiivc Snlcs S 2'.)y..")39.000 

Coiisunici .Sprint.Tlilc Income Cinci.Tl Mcrcli.Tnilisc S 1-18.789,000 

SI. 761 ,169,000 Tnlnl Rcl.nil Sales $ 1 .2S(i.'.>:..').0()n 

I '",,1 S iirv % .wo,48r..()nn 

KNOE-TV AVERAGE 71% SHARE OF AUDIENCE 

According to November, 1960 ARB we overage 71% share of oudience from 
9 a.m. to midnight, 7 days o week in Monroe metropolitan trade area. 



KNOE-TV 



CBS • ABC 

A James A, Nae Stotian 



C^liaillicl 8 Represented by 

Moilloe, Lnilisi;iiia H-R Television, Inc. 

t'hntn ( nntuuiri honid dint Kuifl l*nt'i-r l)u l\tntt tif i.tnitinriilal (on (nnifntnw llotlnf, I (lui^taiin 
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TO A 
GREATER 
DETROIT 




Whether it's bringing a Detroit Lions football 
game from California, a Detroit Tiger baseball 
game from Briggs Stadium, or rousing an apa- 
thetic citizenry to public concern about Civil 
Defense, WJBK-TV gears its programming to 
the interests and needs of a greater Detroit and 
a greater Michigan. 

Typical example: Channel 2's Community Proj- 
ects activities, headed by Dr. John T. Dempsey, 
News and Public Affairs Director for WJBK-TV 
and Radio. Known to us and recognized by the 
community as one of the most highly qualified 
men in television. Dr. Dempsey is an associate 
professor at the University of Michigan where he 
earned his doctorate in political science. Both 
he and station management continually query 
hundreds of Detroit leaders to determine what 
subjects most need airing in the interest of a bet- 
ter community. Result: such timely discussions 
and documentaries as "Detroit's Daily Dilemma" 
(traffic); "The Human Side of Politics"; "Detroit's 
Survival" (civil defense); and "The Michigan 
Farmer", all presented by limelight personal- 
ities on WJBK-TV's Press Conference, Detroit 
Speaks and Project 2 programs. 

This timely localized approach, plus continuing 
effort in all areas of public service, have come to 
be expected of WJBK-TV. Providing such service 
is far more than an assignment or obligation. It is 
our pride and pleasure to take this active part in 
the life of -the big busy 5th market we serve, 
where month after month in ARB and Nielsen 
Channel 2 is audience leader. 



President-elect John F. Kennedy and Michi- 
gan's new iovernpr, John B. Swainson, 
interviewed by Dr. Dempsey of WJBK-TV. 



DETROIT'S 1 
STATION 

WJBK-TV 

a Storer Station 
CHANNEL 2 CBS 



NATIONAL REPRESENTATIVE: THE KATZ AGENCY 



< 



KRNT-TV is 
very big in Des Moines 



Big in total audience — see all surveys 

Big in total adult audience — see all surveys 

Big in service to the community — see Central Surveys 
Big in news — five years of dominance — see all surveys 
Big in personalities — see Central Surveys 
Big in believability — see Central Surveys 
Big in local business — see FCC figures 

Big in the lives of people in the community— see the people 
Big in sales impact — see Katz 

KRNT-TV is 
Des Moines Television 

A COWLES OPERATION 



2(1 
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Latest tv and 
radio developments of 
the week, briefed 
for busy readers 

30 JANUARY 1961 

SPONSOR-WEEK 

^ Marion Harper asks for less image and more impact 

^ 600 politicos to get AFA red carpet treatment 

^ Lincoln-fVlercury buys all station avails for hometown push 

^ $2.7 million more in Gillette's $13 million budget to net tv 



Marion Harper's broadcast credo: 
impact research, not nose-counting 



CHICAGO 

There's too much nose-counting in tv and radio, Marion 
^arper, Jr., president of Interpublic, Inc. (formerly Mc- 
Cann-Erickson) said in Chicago last Monday as he out- 
ined several projects his agency is experimenting with 
n qualitative research and impact studies. 

He spoke before 900 persons at a joint meeting of 
he Sales-Marketing Executives Club with the Chicago 
"ederated Advertising Club, the Chicago Broadcast Ex- 
ecutives Club and the American Marketing Assn. 
Among the projects outlined by Harper: 

• The development of an excitement index, which 
measures interest in a commercial; 

• Experiment with a device which measures viewers' 
V interest in commercials without them knowing it; 

• Study of children's reactions which are more spon- 
aneous than adults'. 

Trade groups, he said, in 
broadcast and in advertis- 
ing should take more vol- 
untary action in setting up 
professional goals within 
the organization which, in 
turn, better the economy. 

."The claim that we are 
living in a mature economy 
with saturated markets is 
literary fantasy," he charged, 
noting that "the average op- 
erating rate for all manu- 
" Yet distribution productiv- 




Marion Harper, Jr. 
acturing is less than 80% 



ity shows an even greater lag, averaged at a one per 
cent gain per year contrasted with three per cent for 
the economy as a whole. 



BCrW renews affinity for spot tv 

Brown & Williamson, which under the wing of Bates 
has oriented itself more and more to network tv, is 
again giving spot an encouraging riffle. 

It's lining up prime 20's and 60's in 50-60 markets to 
add the extra weight where needed for several B&W 
brands. Reps are being given the impression that these 
schedules have 52-week objectives. 

Another tobacco leader that's been moving more and 
more toward a semi-franchise orbit the past year is 
Lorillard. 



LINCOLN-MERCURY BUYS 3,000 
RADIO SLOTS ON 1 STATION 

History-making radio saturation drive went on the air 
in Detroit last week as 21 Lincoln-Mercury dealers in 
the metro area bought every available program and 
announcement on a single station — WJBK — for an all- 
out two-week push which ends 5 February. 

Jerry Martin, v. p. for air on the Ford account at Ken- 
yon & Eckhardt, Detroit, says special effort has total 
of 2,612 minute announcements, 92 five-minute news- 
casts and 10 programs in a sports strip. The high vol- 
ume cars — Comet and Mercury — are getting the heavi- 
est emphasis, only a few mentions for Continental. 
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AFA lays problems plus red carpet 
before 600 polificos this week 

Opening salvo in advertising's 1961 battle to acquaint 
governmental and legislative leaders with industry 
problems and ideas will be heard in Washington 
Wednesday as the Advertising Federation of America 
meets for its annual mid-winter conclave at the Statler- 
Hilton. 

Some 600 Congressional leaders are expected to at- 
tend the annual reception Wednesday evening, with 
such dignitaries of the new administration as Secretary 
of Commerce Luther H. Hodges in attendance during 
the day. 

IVlost of the admen's attention, however, will be fo- 
cused on James IVl. Landis, President Kennedy's special 
assistant on regulatory agencies, who at presstime was 
expected to key the luncheon meet with a summary of 
his recommendations for revision and reform of such 
bodies as the Federal Communications Commission and 
the Federal Trade Commission. 

Another speaker of special interest to the ad pros 
from all parts of the country will be Bob Wilson, Repub- 
— T - lican of California, discus- 
^^^^^^^^^H sing "A Congressman Looks 
* ^^^^B at the Advertising Industry." 

He is the only practicing ad- 
vertising agency executive 
in Congress. 

The conference chairman 
is Arthur C. Fatt, president 
^ ^^^^ of Grey Advertising, New 

^^^M York. Among the other top 

^^^V ^^^k speakers is the keynoter, 

..^^.^ William B. IVlurphy, presi- 

Arthur Fatt ^ .r. k 

dent of the Campbell Soup 
Co., and AFA Chairman James S. Fish, vice president 
of General Mills. 




D'Arcy trains production people, 
newcomers with field trips 

Field work and lectures on broadcast production as 
well as other media techniques is the Tuesday and 
Thursday routine for more than 100 employees of D'Arcy 
Advertising in St. Louis starting this week. 

The agency's own p.r. and publicity group has devel- 
oped a series of field trips to broadcast stations and a 
total of 23 suppliers for production employees, new- 
comers to advertising and some of its creative, media 
and research personnel. 

Aim is to familiarize agency staffers with background 
to jobs, with end goal of better advertising, service. 



Off -season selling for Parker 

Innovation in toy-game advertising and marketing 
is pointed up in the new spot radio campaign of 
Parker Bros., 78-year-old games publisher. A quick 
seven-week campaign promotes the Rook card 
game during what is normally a post-Christmas 
doldrums period. The game, a favorite of South- 
erners, will be sold via some 1,500 commercials 
in 23 Southern cities. Agency: Badger and Brown- 
ing & Parcher, Boston. 



Hamm's beer ahead in 'favorite' 
tv commercials as well as sales hike 

Even though the beer industry as a whole showed a 
slim 0.6% barrel gain for the first 11 months of 1960 
contrasted with the same 1959 period, last week Theo. 
Hamm Brewing President William C. Figge reported a 
striking 10% sales rise for the year. 

It's no coincidence therefore, in the minds of brew- 
savvy admen, that Hamm's television commercials have 
rated No. 1 in American Research Bureau's viewer pop- 
ularity rankings for the past two years (with the excep- 
tion of only a single month, last March, when the off- 
beat Kaiser foil announcements came out first). 



Iffy' radio copy slated for 
new Tasseffe personal item 

Controversial product soon to be debuted with a satura- 
tion radio and newspaper campaign in the New York 
metro area is Tassette, a menstrual device for women 
which has given Weiss & Geller agency copywriters con- 
siderable pause for thought. 

Copy, as of these pre-introductory campaign days, 
is designed to give the what-how facts straight to women 
listeners without the usual reliance on "euphemisms, 
secretive and symbolic expressions and evasive descrip- 
tions." Radio was used during tests in New England, 
Rochester (N.Y.), Harrisburg-Baltimore, Columbus (0.). 

Product, which may go national, is made by Tassette 
Inc., of Stamford, Conn. 



I 



For Hong Kong, later is better 

ABC TV's test of Hong Kong with two shows last 
Wednesday (25 January) netted higher late-night ratings 
over-night Arbitron shows. Episode aired 7:30-8:3C 
bagged 13.5 rating (12.2 for same time previous week) 
23.7 share (compared with 20.7). Second show, 10-11 
had 14.0 average rating, 24.6 share (compared with pre 
vious week's Naked City, 18.4 rating, 33.1 share). 
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"RCA Color TV Tape . . . the Equal of Color Live! " 

— says WilllaiTi B. McGratJi, V. P. and 
Managing Director, WHDH-AM, FAI, TV, Boston 



Here at \VHDH-T\'' we are enjoying great success 
.•ith our RCA Color Television Tape operation. Tajjed 
TOgrams, commercials and si)ecial events sparkle in 
olor. We find color tape the equal of color lire — and 
-ith the convenience and ease that only RCA TV 
'ape can give. 

RCA Color T\'' Tape Recorders have completed our 
ICA all-color facilities. Wc do all our local programs 
1 color. Color sells. By adding the client convenience 
f tape to the new dimension of color, we have an 
nbeatabie combination for sales success." 

CA Color T\'^ Tai)o Recorders are proving them.seives 
installations like WHDH because they are designed 
T color. Picture quality is virtually built in, thanks to 



Find out how you can 
get live color quality 
with tape convenience. 
See your RCA Representative, 
Or write to RCA, Dept. PE-264, 
Buildins lo-l, Camden, X.J. 




multiple monitoring checks. You can check through the 
entire system for the very best i)icture. Precision head- 
wheel interchangeability for color, too, means you can 
I)lay back tai)e on any machine, regardless of where 
it was made. 

More and more broadcasters are specifying RCA T\' 
Tape for color oi)eration because it is i)art of a com- 
I)letely matched line of color equipment available from 
one single source — including color T\' tape recorders, 
studio color cameras, 3-\' film cameras and projectors, 
color monitors, .switching and special effects. They find 
service before and after the sale of the kind that only 
RCA with its broad background in color television 
can perform. 



The Most Trusted -Xainc in T(;lc\ ision 

4) R.\D10 COKrOH.\TlO.\ 01 .\MKRIC..\ 
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Gillette: $2.7 million more into net tv shows 



Outlay of $2.7 million for eight general-audience pro- 
grams marks the first time Gillette has heavied-up in 
the spring, non-sports months. Sports on tv gets the 
biggest portion of its SPONSOR-WEEK-estimated $13 
million annual ad budget. Gillette admen think they 
should round out their tv sked through the year even 
though sports — except for boxing and bowling, now 
sponsored — are out of season much of first half. They 



Ticonderoga pushes pencils toward 
triple-goal morning radio audience 

Interesting three-goal use of radio by an unusual air 
product is seen in the new schedule of the Joseph 
Dixon Crucible Co., Jersey City, N. J., maker of Dixon 
Ticonderoga pencils. 

Starting today, company is airing early-morning min- 
utes at the rate of three per week on stations in four 
major markets in move to reach company's salesmen, 
its dealers and office people. 



6 Chicago spot skeds readied 

Spot tv activity along Michigan Ave. last week about 
held its own. Among accounts setting up tv schedules 
Jack (Burnett); Mars Candy (NL&B). Radio: Foulds Mac- 
aroni (C. E. Frank); Rival Dog Food (NL&B). 



Guide to Kennedy's new quarters 




in pre-inaugural New Yoric visit, President-elect John Kennedy received 
■from John Smart, president of the Esquire Broadcasting Co. (WQXI), 
Atlanta, a color movie of the maior public rooms in the White House. 



Schick switch to NC&K no surprise 

Switch of Schick from B&B to Norman Craig & Kummel 
late last week, with some 70% of $3 million budget in 
tv, was pre-ordained. Revlon, largest single stockholder 
with 20%, has been sparking reshuffling for past year. 
There's also product conflict, as B&B has ASR account. 

M) 



reason product line is sold all year 'round so there 
should be no hiatus. 

Boxing continues as Gillette's mainstay with this and 
other sports features directed primarily to men. But 
the four new NBC TV shows — The Americans, Laramie, 
Outlaws and Michael Shayne — reach a broader, all- 
family audience, as do Gunslingers on CBS TV and The 
Islanders, Roaring 20's and Stagecoach on ABC TV. 

I 

Revlon switches from papers to 
radio for 'word-of-mouth' pickup 

Switch from newspaper to radio on Revlon's Sun Bath 
sun tan lotion is marked by unusual marketing theory. 
Revlon management and Grey agency account people 
find that winter tourists bring home word of this kind 
of product so that one tourist reached by commercials 
sells 20 more sun-bathers via word of mouth. 

New (last week) 13-week sked of minutes, paced to a 
calypso beat with live voice over, aims at sunshine visi- 
tors during the daytime hours, with most commercials 
adjacent to beach reports (and, in one instance, on a 
station which rings a bell every half hour alerting tan- 
ners to turn over). 

Current radio schedule of some 61 announcements 
weekly on six Miami stations and 25 spots per week on 
two Phoenix outlets is expected to lead to peak sched- 
ule during the summer months in as many as 30 of the 
nation's top markets. Biggest market push comes after 
Memorial Day. 



Fourth WBC program meet 9 April 
to key public service as entertainment 

Another grand slam bet on public service programing i 
scheduled by the Westinghouse Broadcasting Co. fo 
a four-day Pittsburgh session starting 9 April. The 
fourth in a series of public service conferences, how- 
ever, this year stress this type of radio and tv station 
programing as entertainment, with a downbeat emphasis 
on public service features as educational. 

More than 400 industry leaders are expected to at- 
tend the work-and-play session, with a greater repre- 
sentation from networks and stations this year tha" 
during the three previous conclaves (Boston in 1957, 
Baltimore in 1958 and San Francisco in 1959). 

Westinghouse President Donald H. McGannon has 
also supervised plans this year to admit the genera' 
public to some of the seminar sessions in Pittsburgh 
home of the group's pioneer station KDKA and of the 
parent company, Westinghouse Electric. 
More SPONSOR WEEK continued on page 68 
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Why MT. WASHINGTON TV 
Bought Warner's "Films of the 50's' 

Says John Guider 

"You might think 
we didn't need them" 



"We already had what may be the largest film library in the country, 
including all four major packages. 

"But we felt we could not miss this chance to sweeten our schedules 
with these strong late releases. We owe it to our sponsors. 

"They're not only great audience-getters in their own right but they give 
balance to the good but older pictures in our popular EARLY SHOW 
and late WORLD'S BEST MOVIES." 

Warner's Films of the 50's . . . money makers of the GO'S 
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SEVEN ARTS 
ASSOCIATED 
CORP. 


NEW YORK: 270 Pa 
CHICAGO. 8922-0 La Cro 
DALLAS: 6710 Bradt 
LOS ANGELES: 11358 E 


k Avenje • YUkon 5-1717 
sse,Skokie,III..ORchard4-M05 
)ury Lane • AOams S-il^iSS 
Iflerwood St. • GRanite 5-i564 



For list of TV stations programming Warner's Films of 
the 50's see Page One SRDS (Spot TV Rates and Data). 





POPULATION ! 



The Charlotte TV MARKET is First 
in the Southeast with 642,500 Homes* 



We'd be the first to admit that it stretches the 
imagination to hang a city population of more than 
two-hundred thousand — hut hang the city popula- 
tion when counting necks in the entire Charlotte 
Television Market ! 

The real kicker is that WBTV delivers 55.3% more 
TV Homes than Charlotte Station "B"!** 



Television Magazine — 19S1 
"ARB 1960 Coverage Study- 
Average Daily Total Homes Delivered 
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STILL BOILING: 

CBS TV'S DAY PLAN 

^ But station fury over sale of 
minutes is cooling after parlays 
on 'realities' with network brass 



"W e are iiol M'lliii!r ^l)ol ! 
■■ I hi* is not a price \\ ar ! 

"Tliis will result in more revenue for our alliliate-!" 

'I lius (lid Joe Curl. CIJS T\' dauinie sales director. 
an>«er the storm of comment, ciiticism. and >ciittltd)ntt 
tliat eru])te(l \aA week with the announcement of CHS 
1\ s decision to to.-> awa\ several of it? ^ellinsr traditions 
and join in the hattle for davtime revenues vsitli im hold? 
harred. At vseek's end. although bulleted hv criticism fioni 
alliliates. station repre-entatix es and some rival netsM)ik 
executives, Curl firinlv maintained that no tionhle \sa-- 
anticipated — e\en though -everal afliliate? vsere talking 
of Inicking the iietxsork. \- one station ovs nei- pnt it to 
si'ONsOK. ■What s\e"ll have to do i> t(dl them to go hang 
«ith their morning >tulT. " 

Others. Iiovsever, after meetings vsith Cuil and otiiei 
netxvork ollicials last s\eek were piivatelv admitting that 
lliev weie heginning to appreciate the realities of the 
network? position, ami that much of the ])lan woidd 
prohahlv go through. It ,-eenied to he a question of the 
value of network afTdiation ontweiiihing tlieir fears of 



STRGNG REACTION, 
STRONG LANGUAGE 

What reps/affiliates said: 

Sliilion ic|)r(>soiii;iti\ ciiilt'd the CiSS 
TV nctioii ;i oiiliiigc. ;i (•()m|il:'K' 

in\;i>ioii of ihc -pot field." likened 
the trend in (l;i\tim(> network teleN i-ioii 
selling; to l]ic hist (l;i\? of netuoik 
dio. /Mlilinle opeiiilois opposed the 
phin l)ee;ni?e it would ;icei'ne diein low- 
er I'iiles. would in;ike product inotecliou 
iinp()?sil)le. woidd impo.-e ;i ?niinner 
i;ite wliieli diey never Ikinc uecepted. 

What admen/clients said: 

AgeiicN iiiediii people^ ;ni(l llieir client- 
IkiUcnI (]1)S T\ "> "lionesl pre-enkition " 
of what iIk^" were sculling; ;ind notc^l 
tlial llie elKiiige? wotild in;ike hnying 
tlavtime network Icdevision simpler for 
tliem. hilt tliPN liad reser\ alions ahoni 
one aspeel of llie plan — tlie Hat rale 
that could mean l)uying uillioiil know- 
ing; liow main" stations would he cair\- 



iiu 



the 



ir mes?age>. 



What rival networks said: 

Some .-pokcsuien for the two rival net- 
works praised the mo\e and called it 
the hest de\ el()j)ment foi the indii-trv 
as a whole, and not unexpected. 1 low- 
ever, .-ome saw in C1)S r\'"s outright 
(hopping ol hillhoard- th'" >aciilice ol 
one of the hasic strength? ol da\ time net- 
work t\ — ?p()nM)r identification with a 
\er\ eniotionalh invoKed audience 
calling the iiio\e ■■(le?tructi\c.'" 
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Affiliates charge that a grossly unrealistic 
value has been placed on their time 



iiel\\<>rk cucioiuliniciU on spot. 

Tlie iK'lvsoik that ne\c{ r^old less 
than a (|uai'l("r liour iiiiil lias revealed 
the follossiriL' |ilan lo jio into opera- 
lion 1 3 Feliriiar) : 

• Minutes u ill he sold between 10 
a.m. and noon. 

• Billboards will he eliminated iir 
this period. 

• Minutes can he rotated within 
this j)eriod. 

• Advertisers niav huy as nianv 
minutes as the) rec|uire. can get out 
and get in at \sill. don't even have to 
huy 13 weeks hut can huy shorter 
nights. 

• The netsvork \s ill actually tell an 
advertiser his ct)st-|ier-1.00(). 

• The network will allow |)iggv- 
hacks in this period, hut will not sell 
30's. 

• AfTrliate stations will ha\e the 
jirivilege of selling the first minute 
of each of the 10 a.m.-noon pro- 
graitrs locallv. 

• '\\\o afternoon shows. Full Cir- 
cle and '/'he Millioiuiirc, w ill also he- 
come part of the nesv diseomit setup 
to the extent that the niimites |)nr- 



chased there ma) he a|)|)licd to the 
morning minute total. 

• CHS T\' will draw a line he- 
tvseeii summer and \s inter daytime 
rates, and \s'ill give an added dis- 
count in the da\time. Cost-per- 1.000 
homes will go as low in snnnner as 
74(^. This discount structure is hased 
on an average of 2.400.000 homes in 
the winter and 2,700.000 homes in 
the sunnner (greater tune-in due to 
added youngster availahilities) . 

The hasic (juestion that trouhled 
the industrj last week: Can \ou take 
over so many of the strong tools of 
s|)ot without eventuall) heconiing 
spot? Afldiate stations and their 
representatives howled, '"A'o!" and 
were fighting mad. They envisioned 
more and more encroachment on S|iot 
selling unless the alTrliates put the 
hrakes on the netvsorks. 

Several affiliate owners \sent so far 
as to predict to SI'ONSOK that CBS TV 
might "go hiack"' during the 10 a.m.- 
noon |)erio(l if the network did not 
return to conventional o])erati()n. 
They deplored the "grossly unreal- 
istic value" that CHS T\'^ has placed 



on its stations' time and indicated 
that resentment and astonishment 
were widespread atnong affdiate 
chiefs — many of whom are present- 
ing their grievances in person this 
week in conferences at l!!5 Madison 
Avenue. 

Ki\al netsvork executives saw 
nothing surprising in the weh's ac- 
tion, noting that it had only heen 
a (piestion of time until T\' dropped 
its long-cherished policies h)' cutting 
rates and seeking flexibility. Some 
thought, however, that CBS had gone 
too far. 

As for th(- agencies and their cli- 
ents, their reaction vsas highh favor- 
able hut with some frankly stated 
reservations. Media directors gave 
CHS T\' credit for an "'honest pres- 
entation' of \shat it is selling, and 
pointed out that the changes would 
make buying sini|j|er for them, that 
it was a break for the small adver- 
tiser and the client who had not pre- 
viously been a lieavv user of the da\- 
time medium. 

But they \sere cautious on one 
point, the unusual situation brought 
about h\ a Hat rate and the fact 
that the) do not know how many 
stations they get for that rale. Sev- 
eral agencvmen commented that it 
was "too early"' to pass judgment. 



CBS TV's embattled Joe Curl answers: 



"WE ARE NOT SELLING SPOT! The other two networks are selling network 
minutes in one form or another because advertisers demand it. But, re- 
member, we are not selling spot. We are selling network minutes, network 
time in smaller portions. CBS needed a more flexible daytime setup. We 
couldn't buck the trend, and as much as I don't like it, I think it's coming 
to nighttime, too." 

"THIS IS NOT A PRICE WAR! This is an official and legitimate rate reduc- 
tion in the morning (between 10 a,m. and noon). It won't go any further; 
we've established a definite rate; we will stick to the rate. We are not 
going to cause a price war." 

"THIS WILL RESULT IN MORE REVENUE FOR OUR AFFILIATES! This de- 
cision took more than seven months of working ... on the ground rules . . . 
until we came up with this plan. This is not intended as a sermon, but it's 
a fact that CBS believes in quality and integrity, so we decided on a rate 
and printed it. Everybody gets the same deal; everything is specific. Sta- 
tions know what we are doing and so will the advertisers." 
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CBS TV's per-minute rate, cost -per -1,000 (10 a.m.-noon) 

WINTER SUMMER 



ANNUAL MINUTES 


COSTPERMINUTE 


CPM 


COST PER MINUTE 


CPM 


201* 
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$\.:VA 
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201 lo 100 


•^,\()0 


1.29 


2,700 


1 .00 


•10 1 l«» 600 
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1 .2.5 


2,300 




60 1 to 800 


2,900 
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2.700 
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1.01 
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CBS TV changes in sales policies for 10 a.m. to noon period include (1) making time available in straight 
minutes, (2) allowing advertisers to rotate minutes and (3) summer, annual minute purchase discounts 

*T«o shons In th* afternoon. 'Full Circle' and 'The .Millionaire' also become pari erf tho new discount setup to this t-xd-nt llic minutes purdiasc<l here may 
he applied t^ tile oiornlng oilnute total. 

tnils discount structuro, «hldi takes pITcct 13 February. Is based on an averaKC of 2,100,000 homes In the iilnccr and 2.7011.000 h(>rnes In the summer (tho 
tune- In In the suiumer L, ttrcalor tieeausc ul tl:e acMed youiittslers available). 



It \va« not "too carl)'" for some 
Vtation owners. Typical \\a!. iht^ 
coniiiienl of one uho doclarctl, 
".Many of us are aghast, ami so are 
many of their o\\ne(l station man- 
agers, I think this iiio\ c is destined 
.lo create the biggest stir \\e"\e seen, 
iThere is so niiieh more at stake 
for the stations thai the ino\'e will lie 
fought, and fonght hard, at meaning- 
ful levels. I predict many stations 
will be u]) in arms and won't clear 
for it," 

Many of those afTiliates arc ke\' 
market stations, and they have indi- 
cated to their rcpreseiitati\'es that 
^lie> won't accept the CBS TV plan. 
Four major reasons were cited: 

1 I On a contrarlnal basis, the new 
rates vonid be below what they arc 
ictling under present contracts. 

2) The network — because of its 
minute rotation plan — would be dic- 
tating to them as to what advertisers 
jthey can take and can't lake during 
the 10 a.m. to noon period. This, 
they maintained, would make prod- 
uct protection impossible. The only 
l«ay out would he for the stations 
ihenisebes lo set up a concentric sys- 
tem of spot rotation, which they in- 
dicated they didn't care to tarkle. 

3) Smaller market stations would 
doubtless be hurl. 



A-) The key afliliates in question 
declared that they have never accept- 
ed snniiner rates of any kind, and 
didn't want to start now. The sum- 
mer rate issue seemed to be lost in 
the discussion of the other two last 
week, but as tine station man said. "If 
it were their only change it winild be 
enough lo make us reject them,"' 

What frightens many of the affili- 
ate owners is that, with the ])allern 
of network radio's decline still fresh 
in their memories, dauinie tv seems 
to them to be following that jialtern. 

"The beginning of the end of the 
original network ratlio. a to]) re'J 
salesman ]jointed out, ''came when it 
reaehetl in c\'ery direction with wide- 
open, catch-all ])artici])ation plan>. 
The stations finally decided to pro- 
gram themselves becanse they were 
getting less money from the networks 
than they could get In selling them- 
sebes. Just as a few kc\ market sta- 
tions tolled the death of network ra- 
dio as a real nione\ -maker, so it 
conld happen again unless ibis day- 
time tv medium wakes up." 

Another leading re]i salesman 
called the niiwc "a bald outrage, a 
com]ilele invasion of the spot fiehl. 
The networks are going into the spot 
business and pro])osiiig lo pay sta- 
tions on a network le\el for business 



[hat ^[alioIl^- .^lioultl be getting excln- 
si\ely on a spot level. That's our re- 
action and the reaction of network 
afliliates who lia\e conlactetl us,- 

S])()kesman for the three net- 
works. howc\er, played down the 
dramatic nature of the mo\ e, seeing 
it as another ste]) in the gradually 
changing ]jalleni of network selling 
]iractiees. At CRS, Joe Curl stood by 
the mo\e and stated eniphalicalh' 
that "we ex])ert the new policy lo 
result not only in belter coverage, 
belter ratings, and belter >hare-of- 
andience. but also in more mone\ for 
our affiliates, 

"This tlcri>ioii took more than 
se\'en months of working like hell on 
the grinind rule*. W e lore the thing 
apart and put it back logelhcr re- 
peatedly until we came u|) with this 
])lan. This is not inleniled as a ser- 
mon, but it's a fact that CHS be- 
licN'Cs in (|iialily and integrity, so 
we decitletl on a rate and ])rinted it. 
F'\er\bo(ly gets the same deal: eNer\- 
thing is s])ecific. ."Stations know what 
we are doing and so will the ad\er- 
liser. 

" The other two networks are sell- 
ing network minutes in one form or 
another because ad\erli>ers demand 
it. ' he declared, "Hut. remember, wc 
are not selling spot. We are celling 
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iictwDi'k minute?, network time in 
.-•nialler pr)i li()n>. ' 

I lieie is no (|ue?tion in the inincl* 
of Madison A\enue ol).ser\eis tiiat 

r\ had to make ■^oiuc tn<i\e to 
(ouiitei tiie scatter plans of \L!C and 
then M!C. (-olunihia nee(h'd a more 
flexihle d:i\tinie setup, Cuii main- 
tained, with so much demand for 
minutes from thr* apencips and ad- 
\ei'tisers. "We eouldn't i)uck ihe 
trend." said ("iirk "and as nuirli as 1 
(h)n"t like it. I think it .-- coming to 
niglittiine. too." 

\s to tlie mincV effect on the spot 
medium s future, some station repre- 
s(>ntati\e» were earefulK weigiiing 
tile fa( ts and factors and coming up 
witli some snrpiising conelii,--iuns. 
among w liicii were: 

II Ihe internecine warfare among 
the network (hi\time sales depart- 
meius might actually draw m ire at- 
tention to the spot medium. 

2 1 In mail) markets where (]nS 
won t clear, more spot sal( s w ill re- 
sult, and some new steady customers 
must result from that >ituation. 

31 Ihe network struggle could 
(•oncei\ahl\ dcslro\ the da' time me- 
dium as a money-maker. 

'"It s one thing for the networks to 
in\ade the spot field and not admit 
it." said one rep firm chief wlio 
asserted that this practice had 
hecn going on for siune \ears. '"Bui 
('l!S 'r\' has laid a rate card right on 
the line and may (lise()\(>r that some- 
times it s dangerous to call a spad» a 
spade. \l all le\els- e\en gcnern- 
incntal — a pro])er difference and 
competition lietween network and 
■i|:ot selling should he \ isilde."" 

btill another rep t\ sales mana.er 
agieed. adding that "in all m\ \ears 
of selling. I'xe gotten used to the 
networks in\ading the spot field as 
I hey ha\ (' a right to do to a certain 
extent. h\ the \\a\. seen it in 

radio ami in t(de\ ision. and at (lie 
same time 1 \e .seen spot conlinuc to 
grow through it all. So I'm not read\ 
to jump out of nn\ windows at this 
mm e. 

"■'1 his is a pi ice war. and the more 
wars hetween media the lietter tll!^ 
agcncie> and achertisers like it a> 
long as a medium isn't dcstro\cd." 

( US 1\ s Joe (!url took exception 
lo thi- remark ami -tated dccisi\fl\. 
Wlciisc turn lo piiar (>2) 



8-POINT REBUTTAL 
TO SPOT TV CRITICS 

^ TvAR rt'plies to specific cliar«;es against spot tv hv 
<'xt'ciiliv<'s of various firms, iiioslly li<ihl lo non-users 

^ Lack ol" a concrete iuiaj^e, buying complexities ccn- 
sidrred the highest handicaps, to selh^rs of the medium 



In a we;'k highlighted hv network 
da\time tele\ ision s struggle for a 
format and an identil\. the medium 
that most ri\als it has also betu 
through some soul searching. 

\ station representatiN e. ha\ ing 
^tudied the results of a high-le\el 
management sur\e\ on conceptions of 
and attitudes toward spot television, 
ilecided to go fuither than uiereK 
|)rintiug the results (" Ihe \ iew at the 
Top" I . TeleN ision \d\ ertising liep- 
re>entati\es has released to .si'ONsol! 
its rebuttals to the objcclions \oice(] 
against spot t\. in an attempt to ex- 
plain to the e\ecuti\es who nnnle 
them that lhe\ are o\erlooking li e 
hasic elements in\ol\ed in media se- 



lection when condemning s])ot t\ — 
does the medium work and is it 
efTecti\ e? 

"Their reasons for not u-ing spot 
tele\ ision. " according to 'T\ WW di- 
rector of marketing and research. 
IJol) Hoffman. "lm\ e little to do with 
the selling power of the medium. 
Most of their ohjections are to side 
issues not directh related to the nie- 
dinni s efTecti\ enes,-." 

T\ \R'.s answers to tin' basic ques- 
tions — does it work and is it effec- 
tive? are pro\ided. llofTnian main- 
tained. 1)\ spot tv's "plienomcnal 
growth'' from .S'J million in 1919 to 
U^V, million in 19.39. '-The ability 
of this 'work-hor.-e medium" to sell 



TVAR executives discuss their reply to criticism of the spot tv medium by advertisers. Larry 
Israel, v. p. and gen. mgr.; Bob Hoffman, dir. of mktg. and research; and Jack tvlohler, eastern 
sis. mgr., found that most griping came from companies that were not big spot tv users 
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j;()i)(l> x'l A i<-c>. ;ic( (iiiiit> for llif 

fact tliiit lii^'l year ].'V<'>\ <)<Ucrlifvr> 
imc^tcd at Iciist $20.01)1) cjicli in spot 
tt'lc\ isioii. despite the olijeitions 
raised li\ some in our sur\e\." I'liosc 
<dijcetioii^ \\ere: 

• 'I'lie coinplexities iiniil\<'d in 
l>ii\iiii: spot tel<'\ isioii. 

• Tlie \\ciste midience. 

• Its e\|)eiise. 

• riie (lil)ieidt\ of s<dliiiir it to ;m 
;id\ ertiset "s sales stalT. 

• I lie (lillieulties in iiiercliaiidi^iiij; 
and proinotinp: it. 

• Its lack of prestijie. 

• Their iiiifaniili:irit\ \\ith the 
niediinn. 

• I Ik' inipn'.-sioii that tlie mcdiiiin 
is not selliiij; itself properl). 

These (dijec'tioiis \\ere made in 
"The \ ie\\ at the Top" siir\e\ e\- 
eliisi\eh. it is iiitere.stinjr to note. h\ 
"lijilit and iioii-users" of spot tv. The 
stiid\ re\eals no basic dissatisfac- 
tion anionj; the '"moderate and hea\ \ 
nscrs" of tli<' medium. "Instead." 
llolTnian said, ''these achertisers. time 
and time ajiain. eonniientcd on the 
success tlie\ lune eiijo)ed with spot 
{\. While these men were a\\are of 
the prohleois imohed in nsinjr spot 
l\. the ability of the medium to mo\e 
people to hii\ their goods or ser\'iees 
o\errode the 'miiuis" siiriis. ' HofTinan 
eliiinied. 

(The "depth inter\ie\\" research 
was conducted In Henderson and Me- 
Neli^. a professional research orjiani- 
/.ati(m. amon<; top niannuement exeeu- 
ti\es of leadinjr companies. Yhe^ did 
not know what organization was 
sponsoring the sur\'e\. and the\ were 
assured that no di.selosure would he 
made of their naim-s or their firm*. 

(Sur\e\e(l were '2(> leading all- 
media ad\ertisers who imested an 
estimated .§.32.5 million in spot and 
nt'twork U. newspapers, and maga- 
zines in 19.59. 'V\u') represented a 
cross-section of products and corpo- 
rate size, and included firms located 
in eastern and midwestern .sections 
of the I .S. The>' ranged from \er} 
hea\\ Users to non-users of spot l\ . 

Hoffman also pointed out thai the 
hulk of nesative comments came 
from more conservati\e "salesmen 
oriented companies, whose ad spend- 
ing in the four major media ro.se onh 
■5'^ between 1Q.57 and 1959. c(nn- 




Television rep replies to spot's detractors 

1. Buying is too complex: 

This nun he true, hiil spot li's rrsiills udrrant the cffnrl. h'liithfi- 
more, this is noi <i client, hnt on niirnc\ problem, and despite eert'iin 
(liffieiillies d^eneie.'^ enntinin' to reeoniniend the inedinni hiiihh. 



2. There is waste audience: 

Ohiioiisly. (I niediiiin that enn hhinket virtiiiilly every fainih in a 
inarhet in a matter of days is Ixnind to ineliide .•ionie iraste eireiilntion. 
Ihit '^nidss ' appeal means a treniendtnis plus at justifiable cost. 



3. It's very expensive: 

Cost is a relative thing, to be considered in the li^^ht of results 
achieved. The important consideration is the cost -per- 1 .000 sales 
resiiltmii from the cumpaiiin. and its availability to small clients. 



4. It's hard to sell to sales staff: 

77n.s" argument is fallacious. Advertisers citing this fail to realize 
that spot tv is highly salable if an effort to .sell a sales stafj is tailored 
to a specific campaign, and the sales stafj put into the net. 

5. It's difficult to merchandise, promote: 

These are secondary, but they .should be considered at the very out- 
.set of a .spot campaign .so that commercials can be prepared ivitli a 
view toivnrd their merchandising possibilities. 



6. Spot tv lacks prestige: 

// glamor and prestige are ma jar objectives, netivorlc tv has the 
advantage. Hut nio.st companies are interested in day-to-day .soles 
and for them spot is a ivork-lior.sc medium that moves merchandise. 



7. It's unfamiliar to us: 

An under.stnnding of spot tv is complicated by the lack of a clearly 
defined image — complicated by the ambiguity of the ivord "spot. ' 
the versatility of the medium and too-sophisticated presentations. 



8. It's not selling itself properly: 

Prime reason for tins vieiv is that spot tv presentations often examine 
the medium from the seller.s' rather than the buyers" point of view. 
We inu.st relate to advertisers' selling problems. 
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Total ad expenditures in four major 
media (spot tv^ net tv^ mags^ papers) 



(MILLIONS OF DOLLARS) 
1957 1958 1959 



% Increase 
1959 1957 



15 Consumer 
Oriented Advertisers 



190 



227 259 +36% 



13 Salesman/Agent 
Oriented Advertisers 64 



62 



66 + 3% 



pared to a 36' < increase on liie part 
of the ■■eon.siniier oriented" eoni- 
|);inies -studies. 

Here are T\AR> |)oint-l)y-poiiit 
rebuttals to what it calls "complaints 
l)ase(I on niiseonf'eptions and lack of 
knowledge of the spot niediuin" 
Iwliicli. HofTniiin said, are "under- 
stood."' as spot t\ is an infant niedi- 
mn."' and "even we as sellers are just 
iieginninp; to learn how eflectixe it 
leaih is."' 

Tlic ronij)le.\ilics involved in hny- 
inp spot Iv: ''Without a douht." 
sa\s TvAK. ''it is more difFicnlt to 
l)u\ >-|)ot \v than a network sliow or 
ii full-page magazine or new's|)aper 
ad . , . hut the ke\ issue'' is tiiat '"tiie 
results warrant the efTort." What's 
more, ''this is not a client's |)rol)lem. 
hut rather an agencv prohlenr. I he 
sueeessfni agencies liave cxjiert media 
de|iartments who are skilled in buy- 
ing .s|)()t t\ and experienced in coping 
with the problems that arise. 

TvAR sees a trend toward greater 
uniformity in manj areas of S|)ot t\. 
It includes: (I) standardization of 
rale cards. (2) sijnidardized billing 
forms, and (■'?) standardized contract 
mcxlification forms. '■'I hese are st raw > 
in th<' wind, indicative of an efTort 
on the part of the spot tv itidnstr\ to 
siniplifv and standardize its opera- 
tions." 

Th<: lHi) ing complexities. AI! 
aignes. ha\e been complicated 1)\ the 
concept of "short-digiit'' campaigns, 
wliich reipiire a new l)n\ing efTort 
withe\cr\ w a\ c of ad\ ei tising. This 
apjiroach stems from the use of spot 



^ ^IP 

tv as an "op|)ortunistie and tactical 
tool." 

"IIowe\er, .-.pot t\ can be cfTeeti\e- 
1\ utilized a> a strategic ad weajjon — 
on a continuing basis.'" As pointed 
out in a recent i'etr) & Co. presenta- 
tion ("Selectixe l^essure^ on Tar- 
get"), spot tv used in this wa\ can be 
(■(Hisidered the "self. refining me<lium' 

where a spot schedule i'^ always 
subject to a change for the better b\ 
re-e\ ablation an<l upgrading. 

Multi-|)rodnct ad\ertisers, in par- 
ticular, lia\e the op|iortunit\ to use 
spot t\ on a o2-week i)asis, T\AIv 
sa\ s. switching from one product to 
another, but at the same time retain- 
ing a franchise on the spots the\ ha\c 
fa tc(lmi(|ue adoptt^l b\ I'&G and its 
agencies) . 

The "sellers' market" argument 
represents still anotiier inisconce|)tion 
about spot tv. the rep firm states. 
namcK that you nuist be in '"so-called 
prime time" or else your campaign 
\v<m"t work. While announcements 
in "so-called marginal time" deli\er 
smaller ratings, ihev are priced ac- 
cordingU. Tiie oft -quoted success of 
l^'stoil. whose entire campaign was 
i)nilt around ann(»nncements in mar- 
ginal time, pro\e? tiiat all t\' time 
works. 

The ad\ertiser using the >cller>' 
mark<'t as an excuse for slaying out 
of spot tv loses sight of the fact that 
throughout the \ear there are a\ail- 
abilities of some kind during prac- 
ticalK all times of the day and nigiit 
on almost all .-tations. '"if the adver- 
(I'lcnse liini lo [xigc f)2 i 



$5 MILLIoMi 

^ Policy factors <'ite<l to 
explain closing of tv tape 
nnit, CBS Pro<liiction Sal<>s 

^ Tape service prosse^l S5 
million, profited SI million 
in '60, sav trade estimates 



I he CHS l^roduction Sales unit lias 
been disbanded. I'ersonnel are now 
being transferred to other CBS li\e 
operations departments. CBS studios 
F>'u. 63. and 64 are being closed. 

This news, lieard along Madison 
\venue last week and confirmed by 
CBS s|)oke?mcn. leaves many conuner- 
cials people scratciiing their heads in 
confusion. 

Most confused of all are CBS' tape 
competitors, who estimate that the 
defunct network tape unit grossed al- 
most .S-T million in 1960 and made 
more than Si million in |)rofits. 

Their conjecture is that CBS' mo- 
1 ti\es in this case really were not eco- 
nomic, but |)()litical: that the network 
was |)rimarily worried about poIic\ 
and the role its ta|)e unit was assum- 
ing. 

'Iheir interpretation is that the 
>er\ice was initialK instituted only 
to >er\e CBS 'IT clients, that it had 
come to successful!) perform unex- 
pected services for non-network cli- 
ents, and that all CBS was now doing 
was re\erting lo its initial |)olicy. 

It's been pointed out that the CBS 
unit was doing business on programs 
for use on other networks or s\n(lica- 
ti(ni. on commercials using spot 
schedules, and on non-broadea-t pro- 
grams. Thcb-e included Omnibus an<l 
I'ktY oj the Week, and medical and 
religious jirograms partK or entireh 
of the non-br()adcast t\|ie. 

,\ccor(lIng to this interpretation. 
CliS had to decide between one of 
two roles for its production sales unit; 
it bad to sn|)port it and free it to he- 
come a fulK competitive independent 
tape producer, or it had to curtail it 
so that it once more was a service 
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TAPE UNIT FOLDS— BUT WHY? 



arm for' network clit'iits. >niiR'titiie in 
the l;t>t few wi'i'ks (IISS n|)|);irentl\ dc- 
'cidcd oir tlif latter ;ilt('rii;iti\ c. 

A;; e;irly as tliu fujit ([iiarlcr of 
1%9 tlu' tn|)(; (K'partnionts of MU". 
niul CBS liad threatened to dominate 
tlie tape commercials field. This was 
i)\ accuient. not desifin. (Clients do- 
ing li\e coirrrnevcials on each network 
sirnply transferred the same assign- 
ments to network tap(; ser\ ices. 

Gradirali) the CliS tape unit took 
:)n more and more business. For a 
;inie it switched to a policy of ac- 
iveh going after tape hnsiness. It 
|)uilt up an aggressi\e and ver\ suc- 
"essful sales force. i?y tiie last quar- 
|er of 19.59 it i>ecame one of the lead- 
nrg tape producers in tlie nation. 

During 1960 competitors' esti- 
nates are that one-third of C1?S I'ro- 
luction Sales' Inisiness was in com- 
nerciais. Of tiie otiier two-tiiirds. 
)erhaps one-fifth was in non-hroad- 



cast tape program production: medi- 
cal programs for (dosed circuit and 
religions programs u^cd n- film trail— 
fers in church showings. 

\\ hen cotirpetitor s added up pro- 
grams not seen on t\. programs s(H'n 
on oilier networks or in s\ ndicatioti. 
and commercials seen on station spot 
schedules, it hecnme clear that a ^i/.- 
al.le percentage of tlic unit's acli\it\ 
was not for client use on the network. 

This iiiconsislcncN liclwcen thi" in- 
tention and performance of the CHS 
tape unit might have been of cortcern 
to no one except for oik? thing: the 
unit was a reniai'kahle success and 
enjoNcd phenomenal growth and prof- 
its. It had heconre \irlually an inde- 
pendent competitor without odicial 
CBS sanction. To some it had ap- 
peared that sanction was forthcoming 
earl) in 1961. But instead of .-citing 
up a separate compain. CHS seem- 
to have decided lo restore the unit to 



its initial service futntion. 

What were the motives of CA'>> itr 
-ticking lo it- iiolicv at the expen-e 
of grv ing up a SI rnlllioti-a-v ear prof- 
it? Thi;. is ;.till a matter for -pecnla- 
lion. Oire giress i- lliat network -trat- 
eg) wa- to avoid inv e-tmeirt and in- 
volvement thai might lead to long- 
term los-es and responsihililics. de- 
spite immediate profrt. The evidence 
for this view is that facilities in \e\v 
^ ork had been ohlained b\ CBS at 
premium prices and three -tndios 
have now been clo-ed. 

Another conjecture i- that CliS 
was concerned llial ihe unplanned ac- 
tiv itie.-of its lape urrit might touch off 
nnfav orahlc repcrcussioii> in \\'a-h- 
ington. It would hav(! been a griev- 
ous loss to CBS if the attivitv of thi.~ 
nnit a small one by nelwork .-tand- 
ards — were to result in any -ligma 
that might carrv over to the network's 
( I'leasi' Ittrii lo pac^e 61) 
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PUZZLE: WHY DID CBS DROP TAPE UNIT? 

POLICY: Set up only to serve network clients. CBS Production Sales was unexpectedly 
doing booming business witb non-CBS. non-netivork. even non-broadcast clients. 



EMBARRASSMENT OF RICHES: IFliat began as incidental convenience for net- 
work clients grew into estimated $S million gross. SI million profit in 1960 — all unintentional. 



SANCTION: Success of unit called for CBS sanction of independence as fully competitive 
tape producer — whicli CBS apparentl) vetoed in today's atmosphere. 



FACILITIES: CBS is closing three New York studios — .58. 6.3. and 61- 

at premium prices during the heyday of eastern "live" tv. 



-leased years ago 



MONOPOLY: Conjecture is CBS may be protecting itself from charges of type made b) 
independent producers that it was underselling, ivasn't competing. 



—1 



-PONSOR • 30 J.\NU-\RY 1961 



39 




MAUKICE H. NtfcDHAM's dedication fo his business has not kept him from many non-advertlslng pursuits, including ornithology, the Civil War 

M. H. Needham: portrait of dt 

^ (.iiairiiKiu of i\(MMlluiiii, Louis aiul Brorhy can look hack on a <loca<le of solid 
<;i'o\vlli. llic l)('sl year ever (1960). and a licfly rise in radio and television l)illin<<;r 



('iii(:\Gi) 

La^i'-l Tiicxhi} (17 JaiiUiii} ) M;ni- 
licc II. Nccdiiam. spnici' lioard 
< liairiiiaii of "Sccdliain. Ldiii-^ and 
'-Idod licfuif ail aii<liciifc of 
cmplcnco ill llif I'rudcMlial 
liiilldins a-^<"nilil\ liall aii<l rcpoi led 



(HI llic r(mi|ian\ slale of bii«inc>;<. 

I lii> ^(■al" !■ amuial iiiceliiig:. llic 
I llli conscciiliN (■ of such i>cssioiii= lii- 
foiniiiip cinploNce? and llic piililir of 
llif af;cii( \"s financial licallii a sin- 
gular affair in an\ amMic> opcralion 



was licifililcncd by ihcse diflinr 
lions : 

• ll ua> llu- firsl lime llial Mau| 
rice \ccdliani had addressed lli j 
jiroiip in ills new role as hoard rhaii] 



111. 



an of llic a<:pno\ . 
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i spends two hours reading before breakfast 



lentleman 



• The icpoit. ha^cd on 1960 l)ill- 
'z^. re|)re>eiit? the largest gain in 
l-i^B's 3()-\ear liistoi\. 
Last \ear tlie agene\ l)ille<l S lo.- 
'0.f)26. an ^ne|•ea>^ of S7.1 l6.o;>2. 

IJJ'r (>\cr ]97i9. Net income 
loutited to S.'^!>2..i33 or le>- than 
( of hilli[ig>. l.a.^t \ear".- record 
irks the KJth sncces.'ixe \ ear of 
lliing sain? for MAI?, resiihing in 
uiecade of 100' f groutli. 



'i'lic I'JdO report called hf-t \ear 
"onr most inemoralile \car. " X^ide 
from scoring llie largest dollar gain 
in lii>lor\. 1960 also set a record in 
net itn ome. 

'I here \\erc I\m> reasons for llii^ 
lrn])])\ financial picture. One \\as the 
start of adxertisitig for three new 
clients: Mars. Inc. icandx): Ki\al 
Packing Co. I dog food • : Masse\- 
KergusoM. Ltd.. of Canada (niostK' 
farm e(pii])ment I . Second, \l.v*vl?'s 
older clients increased a<l\ crtising on 
scNcral new prdducts. 

MAI) has come n lung way in 
other respects. It is now second onl\ 
to Leo IJnrnett among Chicago agen- 
cies in its air media hillings total. 
I he agi'ncN puts .17..")' r of its total 
hillings into radio and t\. l"or one 
thing, its network t\ iri\ol\ement i^ 
coMsideralile these <la\s. It was oiilv 
three years ago that NLi^I? wa- 
agenc\ of record for oid\ one pro- 
gram - The Slere Alien Slioir — which 
it houglit for S. C. Johnson, one of 
il.s long. time clients. 

Todax . MAI? is agenrv of record 
for fne network shows (one of them 
on Canada's CHC I and participates 
in six others. S. C. Johnson s])on- 
sors hoth Carr\ Moore and Zdiie 
Grrv Theatre on alternate weeks: 



Masses |-ergn~i>n adxerti'^e^ on In- 
iluY on llie /■(inn (a Salnr<la\ morn- 
ing show on MU," 1 \' I and the CIIC- 
Ddii )/e.s-.se/-'.s Jiibilre. State I'arni 
Insurance i^ on the Jack lieinix ~lio\\ 
on allernalc weeks. 

In addition, the agene\ ])arlici- 
pates i[[ the I'errx (^omo >lio\\ foi 
Krafl. hongltt into the lied Skellon. 
\tui Sotherti and /Inpel sliow^ for 

C. Johnson, and into l.as^ie ,ind 
the Donna Heed show for Caittphell. 

It is notahle that, on the whole, tin- 
programs fa\ored hv MAI] for its 
clients arc on the wholesome side. 
While this certainl\ reflects the de- 
sires of the clients, it is also an echo 
of the ])ersonalitv ami ideas of Man- 
rice Needham — a non-luuksler if 
there c\er wa^ one. (Along ihrsc 
lines, il is also notahle that two new 
. lients of MAI! Standard Oil (N.J.) 
aitd International Telephone and 
relegra|)h — eho-^e the ageuc) >peci. 
ficallx for eor])orate ad\ erti>in'.;. 
Here, again, the atmosphere of the 
\l. H. Needham | ersonalitj i)la\ed a 
])art. 1 o aeliiexe an image among 
consumers, the clients sought one 
among tlie agencies. I 

While network t\ ha^^ heen getting 
increasing attention. s])ot and net- 
work radio pla\' ke\ roles in NIA1> ^ 



NL&B's total billings have 
risen 400% in 10 years 



48 0 



45.6 
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Figures atop bars are in the millions of dollars. Agency first billed $300,000 
in 1925 (when it was founded), $.9 million in 1930, and S1.9 million in 1940 
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TRYING IT OUT — Maurice Needham, foreground, test rides a new Saxon auto before writing 
copy for an ad in 1914. He was manager of the advertisers' service bureau of A. W. Shaw Co. 



iiiotlia plans. For example. Inter- 
national Minerals aiifi Chcniicars 
Accent, heav) in sjiot radio since the 
fall, begins extensive schedules on 
three radio networks (ABC. CHS, and 
jNRC) oil 30 January. The agency's 
i)iggest s|)ot tv client currently is 
Mars. Other spot users are John- 
son. Kraft. Caiiipi)cll, Kivai, House- 
hold Finance, and Oklahoma Oil, a 
Ilumhle subsidiary (and undoubted- 
ly a factor in i\'L&l>"s latching on to 
another Humble afliliate. Standard 
Oil I . 

Tv 'radio o])erati()ns at \L&B arc 
carried out through three antoiio- 
nious but closely meshed divisions. 
The media de|iartiiient"s broadcast 
facilities division under Arnold E. 
Johnson handles air media planning 
and tiniebnving. TIk; creative serv- 
ices division, headed bv James L. 
Ishani. is responsible for writiiii; and 
producing the comniercials. And the 
l\ radio programing division, under 
James C. Comiiios fwho s|)eiids most 
of bis time ill the X.Y. oflice) han- 
dles network negotiations and scouts 
for iii'w |)rograms and talent. fFor 
more details on this, sec "NLS.H's 
\ev\ 3-\Va\ Kadio T\ Setup.'" si'n\- 
soi{. S October, ]9r,'). pane H.) 

\ecdhani attributes much of the 
agency's success to his method of 
selecting and organizinc; jx-ople. "1 
tr\ to lead, not drive." he says. One 
of his to|> tv creativ(> v.j)."-- leniarked 



recently that the working atmos])here 
at AL&H was uiiconfined. "'There 
are no limitations on our creativity 
— we aie completely free to experi- 
ment and develo]) our ideas." 

One of Needhani's strongest con- 
victions is that "good writing is 
among the most im|>ortarit ingredi- 
ents for sureessful advertising." And 
be has always devoted niucb of his 
]>ersoiial attention to the agency's 
creative operation. 

Hut combined with his emjihasis 
on creativitv. INeedhain has what his 
('(dleagiies call a de|)th perce|)tion of 
business |)rol>leins. ac(]iiired. he 
maintains, in his earlier year^ in in- 
dustry. (After his ]9\?< stint as 
manager of the advertisers" service 
bureau of the A. W. Shaw Co., v\liere 
he wrote most o{ Syslein Mnp;nzinc\'; 
advertising co|)). he moved on as ad- 
veitisiiig manager of Xash ^b)tors. 
Kenosha. Wi.-icoiisiii; then to general 
manager, Barrett-Cravens: and later 
to sales manager, the Maewlnte Co.) 

A iiriinogenitor among agency 
founders, Ncedhani ojieiicd his sho|) 
in Januarv. 1923. It was then the 
Maurice 11. IVeedliaiii Co.. one of a 
handful of advertising agencies 
springing up to service Cbiengos 
business eommuiiitx. y\inong tbcm 
were a few other familiar industry 
names who. along with iWedhain. 
were to achieve national stature: 
Jauics T. Aubrey's agency, Aubrey 



& Moore (now Aubrey. Finlay. Mar- 
ley & Hodgson I, had been in busi- 
ness for two years, as had Geoffrey 
Wade's agency on N. Wells St. Ed- 
ward II. Wei.ss was running a small 
sho|) under his own name. Henri, 
Hurst & McDonald was already seven 
years old. Lord & Thomas, (now 
FC&H) was then Chicago-based in 
the Wrigley Building. Blackett & 
Sample (now D-F-S) was also Chi- 
cago-based. J. Walter Thom])son, 
Erwin, Wasey: Critchfield, Caples. 
and Campbell-Ewald all had offices 
here. 

IScedhani went into business for 
himself after four years with Hus- 
band S. Thomas, a Chicago agency in 
which he owned a quarter interest 
and for whom he wrote copy (the 
Pall Mall and Pullman accounts) . 
One of Needhani's confreres at Hus- 
band & Thomas between 1921-25 was 
Walther Buclien, who. after ^sVedham 
left, bought controlling interest in 
the agency and changed its name to 
the Buchen Co.. which he headed un- 
til full retirement in 1959. 

The first thing Needham did after 
opening Maurice H. Needham Co. 
was to join the -l-A"s. "1 was a firm 
believer in that organization from 
the very start, ' he savs. 

Among bis original clients were 
Illinois i\b'rcbaiits Trust — an organi- 
zation of three banks (now Conti- 
nental Illinois) : Kaestncr & Hecht 
Elevators (later jiuiehased by West- 
ingliousc) : and Eagle Pitcher Lead. 

In the fall of 1929. with its ac- 
quisition of S. C. Johnson & Son. 
the agency name became Needham, 
Louis and Hrorby. Five vears later 
the Kraft account moved in. But. 
according to Nccdhnni. it was during 
N^'orld War H. and the period im- 
nuMliately following, that the agency 
reallv began to i)ick up steam. 

L^|>on entering ALaurice Needham's 
decorous oflice, high in the Pruden- 
tial Building (3ntli floor), a visitor 
perceives an aura of salubrity. This 
is reflected not only by bathed-in- 
light s|)aciousiiess. light beige walls 
and carpeting, and a panoramic view 
of Chicago, but mostly by Needham 
himself. A big. broad-shouldered, 
slim-w aisled man. Xeedhani has the 
build of an athlete. (He played 
handball until he was 56). Hehiiid 
il'lcase turn to pag,e 66) 
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A RETAILER TAKES A 
HARD LOOK AT RADIO 

^ jMorcIiaiils doii'l a icw radio advorlisiiijj; with the saiiio 
rospocl as newspaper, • retailor Criiispaii tells VAU 

^ He elaiius retailers need ratlio hut must he taii<:ht 
its use hy Avell-iiiroriiied, experieiieed station sales staffs 



Laxi Xoveinher, in a frank talk to 
the Tennessee Assn. of liroadcasiers, 
Mel Gnnspan, sales promotion direc- 
tor. Shainhergs Department Stores, 
said, results notirithstandinp. "Most 
merchants dont view radio in'//i the 
same respect as they do neuspaper 
advertising,. . ."' SI'O.NSOK feels read- 
ers would be interested in some of 
Mr. Grinspans remarks, which folloir: 



^Bnst summer, when Cliarles Brake- 
field (£(/. note: TAI5 |)resi<leiit) 
asked nie to S|)eak at this nieeliiiir. I 
a.*ked him if the meinhers of TAB 
would ohject were I to send them 
questionnaires to help develop some 
backg;rouud material for this opus. 
Out of 74 ([uestionnaires mailed out. 
1 recei\ed 34 answers, many with 
generous and provoeative notations. 

What was the purpose of this ques- 
tionnaire? I'll tell you frankly that it 
was calculated to give nie some fuel 
with which lo fire U|) the differences 
between radio and newspaper adver- 
tising. I don't mean technical or me- 
chanical differences, or e\ en diffcr- 
enres in results. 1 mean differences in 
the intangible, abstract fields of ad- 
vertiser and consumer acceptance, re- 
s|)ect, prestige, and standing in the 
community. And \vh\, in mv opinion, 
these abstract differences play such an 
important part in your relation.'hips 
with your advertisers. 

I..et's start hy reviewing the ques- 
tions. 

1. Does your conimuiiitv have spe- 
cial coordinated events such as trade 
days? 

.SO )es 4 no 

2. Do you acti\ ely foster and 'or 



participate in such events? 
26 yes 8 no 

3. Are you a mend)er of your local 
chamber of connnerce or similar 
group? 

32 yes 2 no 

4. Do yon or any of your represen- 
tatives attend meetings? 

21 do regularly 7 sometimes 
2 ne\er 

5. Are \ ou a member of or do you 
attend meetings of \our local retail 
merchant's association or similar 
group? 

21 regularly 6 sometimes 
f) ne\ er 

6. Ap|)roximately what |)ercentage 
of your total billing is from retail 
merchants? 

From 10'. to 99'^ with 
23 o\ er 7.5' ( 

7. Ha\e any of \our salesmen had 
retail training or background? 

1 9 \ es 1 .5 no 
u. What are the biggest problems 
in selling retailers on effective usage 
of radio? Actnalh the clinker in this 
(piestion is the word '"effeetivc." 
There were many hard answers to this 
question : 

One said, "to spend cnongh time on 
their radio co|)y to gi\ e ns something 
to work with."' Another .said, "to make 
them realize the importance of repeti- 
tion on a \\eek-lo-\\ee'\. nioiith to- 
nionth basis. ' Other conunents were, 
"traditional use of newsjiaper," ''get- 
ting them to use enough ad\ertising 
to do the job effectively." "that the 
salesman has a better idea of a selling 
commerrial than does the a(l\ ertiser."' 
''convincing them it is important 
enough to spend time and effort 
enough to follow through on an ad- 



\eilising (ainpiiign, " ;irnl "indilh-i 
cucc (nr the part of retailer-.. Mo-t of 
tliem do not seein irrlere-tt-d in grow- 
ing. . . ." 

Tlirongboril tire fabrii- of lire arr- 
swers to these (pieslion- is the thread 
of (loul)t (lonbt that retailers will 
ever be .'.obi on radio, ilonbt that they 
niuler-tarrd radio. Dorrbl. cxen corr- 
\ietion. lliat thev just |)laiu don't 
know how to nse radio. W Ikisc fault 
is it that a(l\erti-ers ilon i know liow 
to bn\ and use radio ad\crli-^ing? Is 
the radio station so eager to get the 
nuMcharil's dollars that it worr t starul 
on a principle of integrity ? Is tiie 
station willing to forego a dollar now 
with the ho|)e that by educntlrig iht: 
merchant, the station may get more 
dollars later? What lia|)|)ens? The 
station sa\s the merchant ex|)ects .?40 
worth of radio ad\ertising to produce 
the same results as $-100 worth of 
uewspa|)er ad\ertising. Vet, some sta- 
tions will acce|)t the 10 bucks after 
lia\ing told tlic merchant acti\el\ or 
|)as'i\(d\ that .S 10 worth of radio ad- 
\crtising will do a eorn|>arable job. 
It's the old idea of a bird in the hand. 
Let someone else do the educating 
and the bnildn|). I'll lake tli" tlon'ih 
now. If the .S 10 or S-iO or $10 does 
the job fine. If not. We lost noth- 
ing. The old bn/zard won't c\er s|)erid 
any more than thai an\how. Is that 
the attitude of some stations? If it is. 
then there is good reason for doubt 
and lack of eonvirtion. . . . 

Let nie ask yon peonle a frank (ines- 
tiori. How many of \ our salesmen are 
( I'lease turn to papr 67 1 




MEL GRINSPAN Is sales promotion director 
for Shalnberg's 44 jr. dept. stores in South 
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DAISY TV DEBUT A BULLSEYE 



^ Toy pioiKMT moves half of formerly all-print 

ad hinlget to spot tv children's programs in 52 markets 

^ Gets 'doiihle exposure' through guest appearances 
of fast-draw, twirling expert representing the company 



Tnint'c (|iiai'leis of a c(.'iiliir\ oUl. 
the l)ai>) Mamifncluiing Co. (air 
lidt's, ti)\ ]>ist()ls, and ride?!, ha* 
taken it.- fii.-t >liol at Iv, anil i('|i()its 
llie nicdinni did a bang-iija job. 

I)ais\ o|)cnicd firo on ?i'2 inarkel>, 
.'51 OrloluT lliroujrli 17 1 )('fcinlK'r. for 
its initial dcpaituic from an nll-]3rinl 
|)a?t, \n avcrape of three GO-sceond 
fdni spots pel week s|)rn\ed llie areas 
\ ia ehildren .s |)rogranis, l"or added 
impact, a niimher of these markets 
were in\aded hy "the Dais) Kid." a 
fast-draw e\|)ert who made |iersonal 
appearances on the t\ outlets in- 
\()l\ed. a- well as radio .stations, 
siioppinj; centers and theaters, wield- 
iiij: Dais\ wcaijon-. 

\earl\ half of the l)ais\ ad ailora- 



tion went into this t\ effort, while the 
remainder was insested in ^outh and 
parent magazines and ."^unday news- 
|)aper comic, sections, \or\al Lang- 
worthy. \ .|). at Daisy s agcnc\ , the 
L. M. Ilamsev Co. of Chicago, points 
out that t\ pro\ided a most welcome 
opportunit\ to demonstrate the |)rod- 
ucls. ■■ \nd w ith s])ot w e could place 
our message where we wanted it 
when we wanted it," Langwortln 
adds. Outcome of the new media 
mix: substantial sales increase. 

lie states that a further plus fac- 
tor of tv in ihi.s instance is that llie 
main promotional elTort is devoted to 
a product ins|)ired primarily h\ t\' 
])rograniing. This is the "Sijitlin' Im- 
age' six-giin and holster set. so called 



because it's modeled after the Colt, 
single-action, frontier, 'T'eacemaker 
|)ist(d and |)rofesslonal. lilt-out. fast- 
draw holster Used bv t\ western char- 
acrers. Cone are the fancy frills and 
"jewels" thai used to bedeck kids' 
pistol sets. Thus Daisy ail\ei'tises a 
tv-ins|)ired |)roducl on W. 

Taking full ad\'antage of the o|)por- 
tunil\ for demonstration. nais\ shows 
its to\ pistol in fast-draw and twirl- 
ing action, as executed b\ both man 
and boy. The ps\ cliolog) behind this 
double rendition is that the kids like 
to imitate adults, in this case cow- 
boys, hut at the sanie time they are 
encouraged b\ seeing someone their 
own age doing the tricks, reasoning 
that if he can do it. the\ can do il. 
too. And. for secondary efTecls. hav- 
ing an adult in the commercials was 
expected to lielp arouse tlie interest 
of gr()wn-u|)s wlio ma\ also be look- 
ing in, and who, of course, are the 
ones w ho do the buy ing. 

While fast-draw -and-fire is the kids' 
basic o])eralioii with to\ pistol and 
bolster sets. Daisy ha- included gun- 



'Daisy Kid' adds to tv impact with appearances, on the air and off 

FAST-DRAW expert Dee Woolem personalizes Daisy products (I) for Itids gathered at New York area department store, and (r) for viewers of 
the WNBC-TV, New York, 'Fannily' show, while Mary Ri+z. of the progrann. shelters her ears, Woolem draws and fires in less than an eyeblink 



IwiiTnij: in its conniuTi-iiils |)r()- 
iiiolioiKil ;uti\ilios lo lici<;lilcii llic 
|)ri)il(ict's (l('sii;il)ilil\ ;i< of ;i 

lu-w. >ilfc Motli f:i>l-(li;n\ luul 

Iwiilirijr li;i\e liccii pctlin;; an cxtrji 
l)oi)>l lalch from h cNliiliilioiis l)\ 
Mich |)crsoii;ililics as Samniy l)a\is. 
Jr.. and Ji'rr\ l.cwiii. who ha\(" lidded 
<;mi|)hi> lo ihcir K)iij> linl of iK-rform- 
iiij; .-kilN. 

10 inform (hnihMs of ils initial l\ 
\cnluro. DaisN sciil ihcm a four-color 
hroclmrc (lc*criliin<: the upcominj; 
'■o\ci' I. ()()() 1\ oru'-niiniilc S|)(il> 
rcncliing 97. 1'( of all l\ home*.'" The 
niailing li>lc(l ;ill .")2 markets in the 
cam|)ai;zri and the name-- of the |)ro- 
grams tliat uould contain the s|)ot-. 
Scenes from the t\ eonnnercials were 
included alonj; with an oiTer to lend 
the fdni coniniereinis to tho^e dealers 
ulio \\i>hed lo l>u\ loval t\ time. Ra- 
dio >cri|)t> also were included in the 
offer of ad\ertisinp: aids to enler- 
prisiiij; dealers. 

Other materials, sent to dealers and 
stations, related lo |)ersonal a|)|)ear- 
ances l>\ Dee W'oolem. "The DaisN 
Kid." 1 here were sani|)le |)ul)licit\ 
releases annoimcinp his coming and 
de>cril)iii<: some of his accom|>li>h- 
merits in gunphn com|iel il ion. W'oo- 
lem. stales one of the releases, draws 
and fires his gun in 12 hundredths of 
a sffond. faster than the Mink of an 
e\e. which i~ said to take 16 hun- 
dredllis of a second, and faster than 
the guiislingers of ihe old West, who 
are >u|)|)osed to lia\e re(|uire(l 36 
hundredths of a second to do the 
deed. 

Ihe dealers also received window 
|)osters calling attention to W'oolem'* 
coming a|)|)earance. and hand-out 
leaflets for the customers. In addi- 
tion there was suggested co|)\ for 
puhlic-address-s\ stem announcements 
to be ulili/ed a week in advance, a 
half hour hcfore the demonstration, 
and one for fi\e minutes ahead. This 
sheet e\en includes an attention-at- 
tracting sugiicsiion: '"Cock and fire a 
DaisN Hicochet Sound Smoke gun he- 
fore and during deli\er\ of the an- 
nouncement." 

The brochure s|)elling out the 1\- 
campaign also detailed l)ais\"s pre- 
Christnias print lineup, which em- 
braced "iy Suiula) news|)a|)er comic 
sections plus schedules in Dell Com- 
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Spots show gunplay by two-generation duo 

KIDS nice to imitate adults, especially cowboys. They also are encouraged to try feats they 
see performed by someone thsir own age. That's why Daisy built spot arouid these two 



/c.s. Hoys l.ijc, Scoiiliiiii and I'arenls' 
magazines. Included were co|)ie~ ol 
the print ads. which contain refcr- 
enee^ to the t\ origins of the [)ai~\ 
pi>tol and holster models, mention- 
ing t\ rlars who (i>e guns and hol- 
sters from which the\ were copies. 

To further interest in the fast-draw 
and twirling demonstrated on t\. the 
print ads contain cou|)on.- which ki(l> 
can send to l)ais\ for free hooklets on 
gun|)la\ te(dini(]nes. Producing ~uch 
booklets is another of the se\cral 
wa\~ the l)ais\ (]o. furthers this grow- 
ing s|)ori I about 2.'50.()()() |)C()|)le are 
estimated lo he in fast-draw clubs i. 
which draws so gralif\ingl\ on it* 
|>roducls. Tile l)ais\ Kid's |ierM)nal 
a|)|)earances also stimulate niueb in- 
terest, and lie added to tlii> with an 
arti(de called 'Fast-Draw I'roni Si\ 
to ."^ixt)."" in the o|)ening i-^sue of a 
new jiublication known a> Ciin^ 
Qiiarl-crly. 

In this article. W'oolem raise- the 
(luestion. "W b\ do business execu- 
tives and other I u>\ |)eo|)le |)raclice 
till llieir thumb.- are raw. work long 
night hours o\ er their e(|uipnieiit. 
s|Den(l at least one night a week in a 
club meeting, or dri\e 2.000 mile- 
or more to enter a fa*l-draw con- 
test?"' 

He traces the acti\it\ s bcginninu- 



as a widt-pread pa-t-linie to I O.i |.. 
"when Hcslrn tehni-ion |)rogranis 
were ania/.ing llie e.\|)ert- with their 
liojudaritv .' I'a-t-draw caught on. 
first of all beiause it'- "|dain. down- 
right good fun. W oolcni -talcs. 

Then he <ioe- dce|)er into tin- nioli- 
\ations behind fa.-t-draw. pointing 
out its a|)| eal to "an instincli\e urge 
in e\er\ man lo |)ro\ e. lo himself 
and others, his su|)eriorit\ o\ er oth- 
er men. in other word-, "coniijcli- 
li\e s|)iril. " Ju-1 a> -ome take u|i 
golf or bowling, other* go in for fa-1- 
draw. which W o(dem call-, "a *afe. 
challenging. |)reci-e. drauMtic wa\ to 
|jro\e that \ou are better than the 
other fellow. 

W'oolem point* u|) the \ahie of 
fa-t-(lraw not onl\ as recreation, hut 
also a> a coordination de\elo|cr. lie 
ad\ Ises rea(hM> to get in touch with 
a fa-t-draw club, and he refers those 
\\ho can't find one to the \niericau 
\-sn. of Fa-t-l)raw Clubs. 112 \ll.ee 
lildg.. Washington. D. C. 

The benefit- that accrue to l)ais\ 
from thi- t\|)e of encouragenient to 
ginipla\ com] elilion. -u|)|ilementin^ 
the 1\ and i)rint ad\erti>ing. can be 
enormous. Tin- l)ais\ "Spittin' Im- 
age' gun and hobter- readih lend 
tlienisebes at least to the |)raetie<- 
^tage of fane gunphn. ^ 
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. . . are on reports of booming business in the 
thriving Northeast Florida -South Georgia region. 
Only WJXT in Jacksonville puts television 
advertisers in the swim of things in the entire market! 
With 65 vs. 39 county coverage in all rating 
reports, WJXT consistently delivers more homes, 



f Operated by The Washington Post Broadcast Division : 
WJXT channel 4, Jacksonville, Florida WTOP RAOlO Washington, D.C. V/TOP-TW channel D.Washington, D.C. 




more people, more opportunities to 
dominate a prime market! 



WJXT (m 




JACKSONVILLE, FLORIDA 



Represented by CBS Television Spot Sales 



Tenting in D.C.. 



or 



In One Era 
and Out the Other 



Finding a roof for five Corinlhinn Iv station 
ncws-and-camcra teams in Washington, as the 
Kennedy era began, was mueh more dillieult 
than finding reason for their prcsenee. They had 
no intention of duplieating CBS's superb net- 
work eoverage; they sought to duplieate only 
Corinthian's sueeess, as evidcneed by eoverage 
of last year's eonventions, in relating major 
politieal events to their own eommunities. 

Local news doesn't come to us. Wc go to it, 
even if it's in D.C.— and even if our definition 
of loeal is non-traditional. Without a legaey to 
stand on, our individual station news teams 
taekled Projeet Washington with mike ami cam- 
era. The Houston group was after, among other 
things, a Ladybird's eye view; Tulsa hoped to 
strike oil by spending a day with Senators Kerr 
and Monroney; our gentlemen from Indiana got 
on the bandwagon with the state's Drum and 
lUigle Corps; the young men from Sacramento, 
reversing Greeley's advice, came east to cover 
the Inauguration's pomp— and to examine plans 
for legislation alTceting their telc-urban eom- 
munity. 

DilTcrcnt regions find dilTcrcnt meanings in 
Washington, 1961. Those dilTcrenccs arc best 
explored by local tv reporting erews and public 
alTairs programming. Focusing on politieal faces 
ami issues of special interest to the folks back 
home. This is the kind of journalistic initiative, 
under group organization, that results in high 
identification with regional audiences, cement- 
ing stations to communities and communities to 
stations. 
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Responsibility in Broadcasting 
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KOTV 

Tulsa 

KHOU-TV 

HOISTON 

KXTV 

Sacramento 

1 WANE-TV 
Fort Wavne 

I WISH-TV 

«| Indianapolis 

WANE-AM 

Fort N\'a\ne 

WISH-AM 

Indianapolis 

I resell led by H-R 
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^ S BUYS 

1 

TV BUYS 

Wavcrly Fabrics, ^l)|■k: ('airrpaijiii In |>i niiinlc il- ilcctir ati\ <• 

liDiiic fabric- Ix'uiii- in !■ i'!)riKir\ . in alioiil .5.) iiiai kfl>. I' iliin-il iiiiii- 
iiti's in slroim uoiin'u s -lious aii' licin^ scln'tluK'il fur fnc Id ciulil 
ui'cks. luo to lliK'o >|)i)ls |)("r ucfk per niarkcl. l?u\ci: Norl Solm. 
,\m'nc\ : l.hrlicli. Nciiuirlli \ Soln). Inc.. New ^ ork. 

Chesebrough-Pond's, Inc., New ^ork: I'lainncnl- mi \ a<<'liiii" 
linir Ionic slarl carh I'cbniai) in ai'ound oil markets, ."^clicdnlc- arc 
for .*c\ CM week- nsinj; minutes in fringe niiililliine. in and around 
.sports |)roj;rani. l'"rc(|uciicics are -ix to 12 |ier week |)t'r market. l!u\- 
cr: \1 Sihernian. Vjicn.") : Norman. Craiji ^ Kuminel. Inc.. N. V 

General Foods Corp., Birds Eye Div., White I'laius. \. '"l.: Cam- 
paiiin for l>d"s frozen foods hejiins earh lM'l)ruar\ in l .>-2() marki-ts. 
Scliedides are for (ia\. earl\ and late niuhl niiuntcs. si\ to 2.t |)er week 
|)er market. I?u\cr: Steve Semons. Aj;eni-\ : ^ oung & Knliieam. N. ^. 

Standard Brands, Inc., New ^ork; Mioiit 2.i markets j;et '{"cndcr 
Leaf tea scdiednles beiiimiin;! iu l'\'l)ruar\. l)a\ minutes, prime 
and 20's. and frin<;e 20 s are -et for se\ en week.-. lUner; .loan \«lde\ . 
A<;cnc) : J. \\ alter Tliom|)son Co.. \cw York. 

General Foods Corp., Institutional Products l)i\.. White I'laius. 
X. Gaine.s dog food campaign starts 6 l'el)ruar\ in 12-I.t mar- 
ket?. Scliednle.s of |)rinie minutes and 2()'s are heinir hougiit for 
>e\ en weeks. liuNers: .^tn llinkle and .'sam ."^pilo. 

Quaker Oats Co., Chicago: New placeu'.enl- on Mullet- liegiu earK 
FchruarN in ahout l.i markets. Moderate fre(|uen(ies of da\ and 
night 60 s will run for 10 weeks, lulith Hansen i- the l)u\er at Comp- 
ton \d\ .. Chicago. Other schedules hegnu late Jannar\ on it.- Flako 
mixes, through Clinton F. Frank. Chicago. l)a\ and night nduutes 
were set in ahout 12 markets. 

Carnation Co., Los Vngele-: Tliirttvu-wcek -clicdules for Friskics 
were |)lace(l in a nundier of toj) market- for a l''td)rnar\ start. 15u\ 
wa- da) and fringe night f'O's and 20'- to hit a women - audience. 
I'lUNcr; I'at Hi|)well. \genc\ ; 1-jwin W a-e\ . RuthraufT & K\an. L. \. 

RADIO BUYS 

Fisher Body Div. of General Motors Corp., Detroit: Two-week 
■■I'xxh 1)\ ]• isher ' cam|)aign starts 6 Fel)ruar\ in ahout 2.i market- 
Schednle:- are mostK traflic hour 30'-. using fairU hea\ v fre(|uen- 
cic-. Bu\er: Maria Cara\a-. \gcnc\ : Kudncr \geuc\ New ^oik 

RADIO-TV BUYS 

Wm. Wrigley Jr. Co., Chicago: Its radio lincu|) for the \car he- 
gins again in March for ."12 weeks in the euslouuir\ W rigle\ market-, 
with sliop|)ing-hour minutes heing used. In 1\. .i2-\\c('k scheduli-s 
of minutes and 20'- were -ct iu Januar\ in seli-cted major market-. 
liu\er: Jean ."-eaman. \genc\ : \rthur \la\crhoiT \ C!o.. (diicago. 
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With more demand for station services, SPONSOR ASKS: 



How can stations profitably 

merchandise for clients? 



Noel A. Rhys, '•w-™/irc tin- prc.sideut}'^^ 
kPYstotir tiroiulcnsiinp Syslem, Inc., \. Y.^ 
Tliero ;irc several reiisoiis il is'' 
])rofital)le for a local station to nier-' 
cliaiidisc it.- accounts. \W liave 
foniid, for cxanii)le. iictupeii iiO^f 
and <">5' < of our stations coo])eratc 
in a nicrciiandisinp; ])roj;ram w liich 
we estai)lisiied If )ears aj^o. \nd 
\\U) do llic} s])end their time visit- 
ing d(>alers and (listrii)ut<)rs and 
wliolesalers with mailers, in-store 
(lis|ila}s. indou' ])osters and shelf 
talkers? 

For the simple reason that the av- 
erage station -and this is the station 
wliicli afiiliates with Keystone — bills 
nhout V>0''', of its revenues from local 
sources and ahont 20'/< from nation- 
al. And it's the national advertiser 
— the ))restig;e. blue-chip account - 
which is interested in reaching deej) 
into a coniniunit) with the kind of 
nn-rchandising which i)ays olT at the 
])oiiit of sale. 

Another reason why this kind of 



In-ileplh rner- 
rhantli'sinp can 
be (lone only 
in the smaller 
mar ft els 



contact and cooperation is profitable 
to onr stations is that it gives their 
salesnum another foot in the door. 
These station salesmen go in with the 
conviction and tlu; actuality that the 
national advertiser is using Kovstone 
to sell for the retailer- -and he 
then has the beginning of a local 
slorv uliicli is the persuasive start to 
a sale of local time ini))lenicnting the 
national cam])aign. 

I his kind of local-lev <'l, in-(lc]3tli 
merchandising can be done onlv in 
the smaller tov^n in which we are 
dominant, in our ojjinion. Our sta- 
tions and their alert salesmen find it 
])ossil)le to contact from 10 to 60 re- 
tailers in a specific category, but a 
major-niark<"t station can t begin to 





-t'Jcall on our work with a ])ossible 
.■')■ 2.000 grocery outlets. These sales- 
men get to know their buying i)ros- 
pccts and their merchandising pros- 
pects. As the) v isit the retail outlets 
and distribution points they under- 
stand Ix'tter how ini])ortant such 
merchandising factors as shelf ])osi- 
tion, counter dis])lav and window 
posters are. \nd thev take advantage 
of these dev ices. 

Howard Duncan, ncnfral manager, 
W'EIIT-TV, Eiansiille, lud. 



Imaginative 
lie-ins a ad 
tracle-oiits can 
produce excel- 
lent results 



Merchandising for clients is one 
more area v\ here a little imagination 
and creativity can take the place of 
cash outlays and none the less jiro- 
vide the advertiser with eflective. 
meaningful service. Resultful, com- 
prehensive merchandising on a low 
or non-existent budget is the ke\ to 
l)rofital)ilitv' in this segment of sta- 
tion service. 

For exani])le. we recently traded 
out for a full showing of 2 1. sheet 
billboards with absolutely no cash 
e\])en(liturc involved. 

We recentlv utilized a rather 
uniipie medium on the same basis. 
W'FllT-TV had another "full shou- 
ing or ''corner billboards. ' factual- 
Iv trash rece]itacles in dov^ntov^n 
F.vansv ille) . With a showing on each 
of the four sides of the loO recepta- 
cles Used, and with one on each cor- 
ner in the heart of the citv. it was 
(piite an elTective campaign. 

Similarlv. WKHT-T\ tra(h-d out 
for bus benches. Both the ''corner 
billboards" and bus benches v^cre 
o])erated bv businesses with other 
cnter])rises. which \vere able to take 
advantage of the airtime accrued bv 
the deal. 



Cab covers are also utilized bv the 
station, on an exclusive basis in 
Evansville. However, there is a cash 
expenditure involved in this transac- 
tion. 

Evansville has a grocery wholesale 
catalogue, which each week goes to 
all food wholesalers and retail grocers 
in the area. WEHT-TV has exclu- 
sively traded f{ir a page in this pub- 
lication, which is called TV Topics. 
Here the station's movie schedule is 
listed, and all food accounts running 
schedules are mentioned and ])lugged. 

WFHT-T\' has specialized in pro- 
ducing elaborate promotions, many 
of which go on the air, for advertis- 
ers buying important schedules or 
major campaigns. For example, a 
major extravaganza was staged to 
coincide with the visit of the Lestoil 
principals to Evansville. For some 
time prior to the event a teaser cam- 
paign was aired: ''The big "L" is 
coming!" The radio station and bill- 
boards were also used. 

All these promotions were highly 
successful and received widespread 
comment and attention. The results 
were obvious: The advertisers re- 
ceived a substantial bonus of expo- 
sure and attention to their forthcom- 
ing programs and little or no out-of- 
jjocket expense to the station. 

Murray Woroner, •'tation & national 
sales manager, WA ME, Miami, Florida 



IVe center our 
m erchaadisiag 
program oa a 
'Buy of the 
Weeh' caaipaign 



The basis of W.'XME's merchan- 
dising efforts are ])oint-of-i)urchase 
(lis])lavs in su])ermarkets. The sta- 
tion has entered Into an arrangement 
with Winn-Dixie stores. We give 
tliem a given nundier of announce- 
ments in exchange for the right for 
I J'lease tuin to page 67 I 
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THE -T^nd* 
LOVES THAT GIANT 
BEST OF ALL 



'"THE NOVRMlMiR 19W) A.R.15. shows 
that WFBC- 1 V leads in its 4-statc market 
in nearly e\cry important cateuory. Rank- 
ed 42nd in the U.S. hy 1 iIfA'ISION 
VIAGAZINF. for Dec. 1960 "Tlie Giant's 
.Market'" inehides the metropolitan area 
of. . . . 

Greenville-Spartanburg-Asheville 

. . . the hub of a region which has Amer- 
ica's greatest concentration of textile man- 
ufacturing, and has also the fabulous 
Smoky Mountains — Blue Ridge resort and 
tourist mceea for millions. Here arc the 
I'leures from A.R.B., November 1960: 



^enne««y/ worth CoroWno 



I 



WFBC-TV 
% of 

Metro Share Leadership 
of Audience over- 



Avg. /i - Hour 
Homes 
Reached 



WFBC-TV 


38.0 




27,800 


f 


STATION "B" 


31.0 


22.6% 


24,700 


12.5% 


STATION "C" 


21.1 


80.0% 


1 3,400 


107.5% 






WFBC-TV also leads 


with: 





4 Shows of the Top 5; 7 Shows of the Top 10; 11 Shows of the Top 15 




WFBC-TV 

% of 
Leadership 
over- 



THE GIANT'S MARKET HAS 2 MILLION PEOPLE . . . 



$2-BlLLIONS IN INCOMES . . . $V/2-BlLLIONS IN RETAIL SALESI 



(Popiildlio/i. Iiuii/iu s ii Kriiiil S<ilc\ duhi in'in .S,-l//S \/ I ,\ .1 C/7;.\//;.\ / . Jiil\ 10. I9o0i 



For complete details of the latest A.R.B.. for informa- 
tion about ""The Giant's Market." for rates and availabili- 
ties, contact the Station or our National Representatives. 



soW by 

,,AVEI 



t **^r( AVERY- KNODEL 

m 



CHANNEL 4 ^ 

WFBC-TV 

GREENVILLE, S.C. 
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RADIO BASICS/FEBRUARY 



& figures about radio today 

1. CURRENT RADIO DIMENSIONS 



Radio homes index 



Radio station Index 



1960 1959 



SO.l 
radio 
homes 




49, S 
radio 
homes 



S2,0 S1.4 
U.S. homes U.S. homes 

Soiirri-: 1 .Ian, ISCO, SPONSOR ; 1 Mar. 
1959, A C. NIelten; homes figures in milliona. 



Radio set index 





End of December 


1960 




Stations 


CP's not 


New station 




on air 


on air 


requests 


Am 


1 3.547 


I 120 1 


612 1 


Fm 


1 821 


1 197 


72 1 




End of December 


1959 


Am 


1 3,4.5(1 






Fm 


1 f.7« 


160 


1? 1 




New station 
bids in hearing* 



177 
31 



234 



Sdiiiff, rt'C iuo!Ulll\ rcpoits, rrjiiiiiifiriiil •-uiioiis. 



Radio set sales index. 



I 



Set 

location 



Home 
Auto 
Public 
places 

Totol 



1960 



1959 



Type 



100,007,095 
40,387,449 



98,300,000 
37,900,000 



10,000,000* 10,000,000* 



156,394,544 1 16.200,000 



Home 
.\uto 



Smiice: R\n, 1 .Ian ISUO 1 ,Ian ID'-l, 
els In uorkinc mdfi'. No cuiTL-nt intitnnalioii. 




Total 

Source: Electronic Industries .\ssn. Home flcures are estimated retail aales, auto 
Aeures are factory production. These fleures are of U,S, production only Radl'>s Ic 

phoiioKraplis a"lil another ■'211''; lo hoiin- sales li<:iiies, Kifimrs are sulijoct to rliancc. 



2. CURRENT LISTENING PATTERNS 



ii Mi III .;!iiii 

Fall in-home radio listening, thousands of homes 



(0001 
0 



= 2,423 



6,972 



,6,725" 



5,341 



6,231 ) 

4 4 5,588-' 



5,242 



5242 



4,797 



3.857 



f 3,956 



"3,462r 



4,352 



3,6IO 



2,868, 



6 7 8 

NEW rOflK TIME 



9 10 
MORNING 



2,62H2,571-2_324'2 



fOOOl 

10 

9 

8 

7 

6 

5 

4 

3 



2 3 1 

AFTERNOON 



• MONDAY THRU FRIDAY - 



8 9 10 

EVENING 



MONDAY THRU SUNDAY 



Vtl AUTO RAOIO riCUfttS Aflt AVAllAlLl TO HBI CHlNTi WHO SUSSCRlCE TQ THIS HATUtt Mt r*Gt 19 

iirre ,\ <" Mclsi'ii Vo., IIhiumiihI of Imiiir. Ilslcnlnir pi>r aUTJik'O tlllmuc, O. ti»l)ri IHtill 

~ I" . . !-h..ii iin 'II III II II iiiMiiiiii ■ ' ] 1 1 if.' liiiimi 3 IK 'fir 



iniiii II 



sl■o^'-ol! • '.W ,]\\i\n\ I'Xil 




THE P^LAIR IMAGE: YOUNG ADULTS LOOKING THEIR BEST-There's a certain 
Jlair about her these days - about her looks, about her clothes, her home, her life. She's charmed 
by a new world of charm and delighted by a new world of delights. She's one 
of millions of young homemakers who has the time and money to discover these new worlds. 

And you can be sure of this: she's discovered ELAIR on AF^.C RADIO. 




ABC RADIO 



It's the one program that 
plays her music, talks her 
language. If you want to meet her, get P'LAIR on ABC" RADIO. 
FLAIR, Mon.-Fri. afternoons, starring Dick \'an Dyke as host, introducing the people and 
ideas young America wants to meet, i.e., Jonathan Winters, Arlene Francis, 
Bonnie Prudden, Boris Karloff. Margaret Truman. Harry Golden. Panu''-^ Mason, etc 




One does not normally associate Admiral Richard E. 
Byrd with the great nuclear race of the last decade. And yet, it was his "know how" 
which helped provide the answers to possible uranium deposits in the vast uncharted regions 
of Antarctica. Past performance so often forms the basis for the accomplishments of tomorrow. 
And it's equally true in business . . . the "know how" of quality-minded radio and television 
stations which is constantly reflected in ever increasing value to advertisers. 




WFAA 



dallas • radio & television 

The Stations With The "Quality Touch"! 

SERVING THE GREATER DALLAS FORT WORTH MARKET 
BROADCAST SERVICES OF THE DALLAS MORNING NEWS 



51 



.SI'ONSOI! 



30 .T.ANU.VRY 1961 



SPO 



What's happening in U. S. Covcrnment 
thai affects sponsors, agencies, stations 



WASHINGTON WEEK 



30 JANUARY 1961 
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Il will he (jiiile a Avhile before llie broadeasling indiislry will hr able Id iiieas- 
urc new FCC cliairiiinii Newloii N. ."Nlinow his regiilalory ])Iiih»S() phy. 

Miiiow was in lowii during inauguration week asking a great many (|uestioiis hut not 
Iiiinsolf <;iving out any conelnsiAc answers. 

Senate Commerce Committee does not now expeet to hold eonfirmation hearings on Min- 
ow's appointment until nearly the end of Feliruary. It now becomes elear that even at that 
time not too mueh will he learned about whether he favors stern regulation or about what he 
would change in hroadeasting. 

Kennedy appointees have been alike in at least one respect: Tliey have been close- 
mouthed, almost as if instructed not to stir up controversy until appointments are cleared by 
the Senate. Minow has heen f(»IIowiii<; this path. 

j\h'now is expected to take time to wind up his affairs as a partner in the Adlai Stevenson 
law firm, is quoted as hoping not to join FCC until mid-March, Which is why no hearing 
date has yet been set on his appointment. 

Meanwhile, Minow is deep in homework on FCC prohlenis he will he called upon 
to consider and to help decide. Conferences with Congressional leaders. FCC commission- 
ers and FCC staff prior to actual assumption of his new j)ost were unprecedented. 



Sen. WiUiam Proxmire (D., Wis.) conhl he a human slraw-in-the-wind. Dnr- 
ing the past two years, no Senator or Congressman has heen more erilieal of broad- 
casting, advertising, and the way the FTC and FCC regulate them. 

Now, during the first weeks of the new 87th Congress, he has been tossing hompiet 
after hoiupiet at his ohi antagonists, the networks. In rapid succession, he has heen 
citing as outstanding accomplishments a long series of public affairs programs conducted by 
all three webs, and has gone so far as to include scripts in the Congressional Record at public 
expense. 

Pro.xmire's new campaign, on the other hand, is only the most dramatic sign of approba- 
tion over the new network emphasis on public service. 

Those ^vho were qnite optiniistie about further loosening of the Sec. ^lo po- 
htical equal time bonds are not n(»w' nearly us hopeful. 

First hearing actually to be set, to receive reports on how the loosening worked last year, 
takes place 31 January. But practical politicians in Congress ha%'e already told broadcasting in- 
dustry figures that Sec, 315 action >vill not be as simple or easy as might have heen 
supposed. 

However, there is very definite eiicouragenient for hopes that broadcasting will not be 
beaten over the head as constantly this year as it has been since the start of the sensational 
Harris hearings. This hope f(»r a breathing spell lies in the better Congressional 
attitude, as typified by erstwhile bitter critic I'roxmirc, 



Robert Bicks has bowed out as head of the Justice Departments antitrust di- 
vision, and has left the Justice Department entirely for private law practice, coin- 
cideiitally with assninption of i)ower by the Democratic adniinistration. 

This will mean more than the usual turno\er uf faces. It will mean that Justice Depart- 
ment antitrust actions in the fields of tv and advertising will he long dehned. if 
thev ever come. 
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Significant news, trends in 

• Film • Syndication 

• Tape • Commercials 



FILM-SCOPE 
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The yciir 1960 was a Ixtnniixa in syndication — if you happened to l)c on the 
international Kidc of tlw husinesw. 

Companies like Fremaiitle International which weren't touched by any difficulties in the 
domestic market rolled up a record year in 1960. 

Doing business in 35 countries, many with rapidly e.xpanding set counts and more chan- 
nels on the air, Freniantle figures it sold 49 series composed of 2,111 half hours. 

Canadian sales were especially important: besides syndication, Fremantle sold to the CBC 
five series, Silents Please, Klondike, Not For Hire, Jim Backus, and Phillip Marlowe. 



One rc-nni that CBS won't let its competitors' affiliates have a chance with is 
Gunsmoke, to he played again Tuesdays at 7:30 p.m. for local sale. 

In exchange for this free show on Tuesdays affiliates are expected to surrender ihe Sat- 
urday night half hour following the present Gunsmoke series when it expands to a full hour in 
the fall. 

Rumored to be pitted against Gimsnioke hy MBC TV this fall are feature films 
from 9:30-11 p.m. Saturdays. 



If there's any momentary hill in action-adventui'e program flow, sports and 
documentary distrihutors are quickly taking advantage of the situation. 

ITC's Javelin Productions has moved into 38 markets in three weeks Avith sales of Na- 
tional Football League Presents> 26 full-hours of NFL 1960 games. 

WPIX. New York, producer of the documentarj- Ca«tro, Cuba, and Communism has 
sold the special into seven »lomestic markets and one overseas: distributors arc Dur- 
ham Telefilms domestically and Fremantle abroad. 

Syndication research departments are taking a close look al thai tinu' period 
following Gunsmoke — which will he taken hack hy CBS TV this fall. 

MCA discovered that this fall in 12 markets where Coronado 9 in syndication followed 
Gunsmoke on CBS TV the syndicated entry had almost as high shares as the network 
lead-in. 

Here are shares from November ARR reports showing ^cry small sj'ndicalioii losses. 



CITV 


GUNSMOKE SHAKE 


CORON y SHAKE 


% DlEl- KRENCE 


Albu(juer(pie 


71 


70 


1.4 


1 lonslon 


70 


65 


7.1 


Jackson. Miss. 


76 


69 


9.2 


Tnlsa 


as 


71 


16.I. 


Fl Paso 


77 


62 


19.5 


Peoria 


77 


75 


2.6 


Haiinibal-Quiricy 


8-1 


76 


9.5 


Soulh Bend-Elkhart 


63 


61 


3.2 


San Diego 


52 


■17 


9.6 


("oliiinbiis. Ga. 


!16 


79 


8.1 


Sbrcveporl 


72 


68 


.5.5 


Tucson 


85 


71 


16.5 
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FILM-SCOPE continued 



('(niriiicrcials |»c<)|tlc, Jirc .still takiii<; pjiiisc to wonder ttyrv VMS'' killing of ilH 
l:i|)c coiiiiiici-cinls iiiilt, CAiS I'rcxliiclioii Sales. 

One cxiiluiiatioii licard l:is( week was .simply that live facilities leased at pieniinui prices 
sdiiie years ago were no longer ecoiioiiiicall) practical and were being abandoned. 

Rut sueh explanations left man)- still in the dark: no one in llie trndo holiocd VMS 
woidil jjivc uj) a profitjihlc line, no nialtcr how inconvonienl. 

Estimates coming out of CRS' competitors comiioundcd contradictious and created more 
confusion: CBS I'rodnction Salcw, competitors said, grosscMl nearly S;> million and 
made a profit of nion; llian SI million in 1960. 

Why in the world, insiders asked, would CBS give uj) a SI million-a-year profit in a field 
^vherc it was an acknowledged leader and success? 

This week many tape pcojde came to believe that CBS — which started its tape nnil as 
:i service to network clients — wiis merely culling baek to that role again. 

This entails a surrender of programs, commercials, and industrials business done for non- 
CRS. non-network, and even non-broadcast clients. 

Lost business in 1961 will |)robably be S3-1 million gross and virtually the entire profit 
margin. 

(For detailed stor\ on this develo|)nient, see page 38, this issue.) 

American iv film programs are taking most of the ratings honors in overseas 
markets snch as Sydney, Anstralia. 

U. 5. series and feature films recently took nine of the lo|) 11 BRC ratings 
there. 

Here are shows and their ratings for the 10 December week; 



R.'VNK 


PROGRAM 


RATI^'G 


1. 


ACI Theater fU. S. feature films') 


52.7 


2. 


Perry Alason (CBS Film?) 


45.8 


3. 


Midweek Movie (U. S. feature films) 


42.8 


4. 


I Love Lucy (CBS Films) 


37.7 


5. 


Father Knows Best (Screen Gems) 


36.5 


6. 


Bobby Limb Show (live, local) 


35.2 


7. 


Rifleman (4 Star) 


35.1 


8. 


Pick-o-Rox (live, local) 


33.8 


9. 


Rawhide (CBS Films) 


33.3 


9. 


Quick Draw AIcGra^v f Screen Gems) 


33.3 


9. 


Perry Como (NBC) 


33.3 



Animated characters have a new tool for "personal" ai)pearaH(es : electronic 
Staines with l>nilt-in lip s>nic. 

Such a statue will be used for The Flintstoncs, promoted by 35 ABC TV stations. 

MCA will prohahly have some ofF-nctwork re-rnns for station s_> ndicvilion hv 
si>ring. 

It's been well over a jear since MCA put its last new product into syndication. su< li as 
Coronado 9. Johnny Midnight, and Shotgun Slade. 

The only new syndication availabilities coming from MCA recently have been re-runs 
sueh as M-Squad. 

Incidentally, MCA's failure to bring out new product for so long plus the loss of the big 
FalstafF regional has given rise to reports that the talent agency was considering end- 
ing its syndication arm — but il'.s now nnderstood that MCA will definitely remain in 
the sjTidication field. 
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A round-up of trade talk, 
trends and tips for admen 



SPONSOR HEARS 



Veteran adiiien are heginning to look with jaundiced eye on couiuicrcials which 
lampoon the jirograins with which they're identified. 

They think it's anything but smart on the part of the advertiser. In essence, you don't 
I)uih1 a jirograin's vehicle by kidding it. 

Other seasoned admen are critical of those commercials that show niojipcts marking uj) 
the walls or other such acts of mischief — like pulling out yards of a brand wTap or 
tissue. 

The katzenjammer behavior may strike the copywriters as funny, but there's a good 
possibility of mothers iuterjireting such bits as cues for their broods. 

The latest automotive division reported to he the target of agency new business 
seekers is Plymouth (Ayer). 

The report comes on the heels of Ayer's loss of a chunk of the Armour budget. 



Anent that report about NBC entering the ])ublisliing business : it's just one of 
many fields it has been scrutinizing with a \iew toward diversification. 

In a limited way, it's already mixed up in publishing: via the Victory At Sea, Project 
20, Lincohi Reader and other program book? put out by McGraw-Hill. 

New York reps regard with a deep sense of frustratiou this continuing practice 
of a small but spot-important Chicago agency: using the submitted package price 
as merely the tool for a cutrate rinkydink. 

The procedure: after it's collected the malerial it wants, the agency blandly lets it be 
known the schedule will go where the price i-; the lowest. 

Buyers may get a nostalgic twinge out of this one: 

A fact sheet put out by Katz 10 years age, recently dug out of the files by a station- 
man, shows an open average cost-jier-lOOO of 51< for a minute in the top 62 markets. 
The estimated tv set count at the time: 11.1 12,500. 

American advertisers abroad may generally be ])usliing for the program sjion- 
8«)rsliip concept, but a London agency got a different view when it asked its affiliate 
over here what jjolicy it should urge in relation to a third British network. 

Answered the American afTiliate, which bills over S3 million in U.S. tv: We don't think 
you ought to press for sjionsored program, as yon say you j)refer. Let the networks 
worry about the programs and you make your business the buying of particiiiatious. 



The radio stations of one New York rep can't say he aud his staff aren't giving 
the stations all they've got — at least, in liow-to-create-business sessions. 

These salesmen five days a week have what ihey call a sunrise and a sunset sales meet 
ing. exelianging ideas «)n selliug stratagems and strategies. 

Bonn; liines ihev pel so immersed in churning out ideas that a .st'ssion may run into 
midnight. lias all lliis added up to any new business? The rep's answer: an emphatic 
"ves". 
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Source; NIcljcn Sspt. 19. Oct. 16 
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IN PROVIDENCE... 

you reach more women on WJAR-TV* 
during nearly 70% of the daytime hours 

The latest Nielsen figures tell this story: Nearly 70% of every 
weekday more women watch WJAR-TV than watch the other 
Providence station! If you are selling products to women the con- 
clusion is obvious. And, if you are selling products on which both 
men and women decide, you'll have the women on your side (and 
most of the men, too, at night) if you advertise on WJAR-TV. 

NBC • ABC • Bepresented by Edward Petry & Co., Inc. 
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VIDEO 
TAPE*. 



is the shape of 




The tremendous impact of the tape revolution on the 
creation, production and economics of TV is being 
Lfelt increasingly in all areas — from network and spot 
commercials to dramatic shows and other program- 
ming, at both national and local levels. Here, on the 
next page, are some of the pleasantly surprising 
things you can expect when you turn to tape to shoot 
your next commercials . . . 
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6 proved ways "SCOTCH" BRAND LIVE-ACTION VIDEO TAPE 

brings new quality and savings to your TV commercials! 




The picture "lives" nil "Sr.OT( ll" nnwn 
Video r;i|ic . . . .-avs U< the viewer. "It's 
li:i|i[iiMiin!; right now!" ilic cxiraorditiarv 
vi^^l;ll |)rc>ciirc of video tape, it* real an- 
llieiiticitv of soiiiid.*. provide a new iliiiien- 
sioti of i)(dieval)ililv to comnierrial or 



Immediate playback in a mailer of Tape saves ciays l)(iaii-e of llie iiiilnler- 

>eennds leii> the producer, dirertor, per- nipleci work -eliedide- ii iiiake-- pci---ilili-. 

foriiier>, eaiiiera ercw whether tiiis ' take ^ on eoiiipiete a^-if;iiitieiil- in ie-- tiint'. then 

is the one to keep, or whether a seeond w ill so on to the next wit lion I I lie (li> tract ion (.f 

add worthwhile value? of liizhtiim. fneiis. iiiiliiiislied luisiness. It lieliis seliednle lali-nt, 

pai'iiic and delivery. Xo processiiic vail, studios, rrcw.s edirieiitly. 




Fast editing is a video tape feature. Its Special effects iiiaeliiiies Used in video tape 

amazing flexihililv lets \ou make last- recording make pns-ilile an unhinited se- 

iiiiiiiile changes. Sight or sound tracks can lection of edects. Wipes, iiuiteh di-solves, 

be erased ami redone speedilv. Xew scenes pixie and giant people, coinhination of aiii- 

caii he inserted and coinplc-te rearraiigeinent mated cartoons and live-action people, 

of eleinpiit> effected at the la-t iiiniiieiit. zooms, supers — video tape does them all. 



Speeds up appravals. (Client approval of 
commercials can he had the saiin^ dav tafiius 
is made.' When tape is the medium, tin- men 
who make the client's decision can he on the 
scene to give llic^ir appro\ al \\ hen eiitliu-ia-in 
is high. No prnecs-iug delay! 




"ScOTCii " l!l!A\D \'ideo Tape has 
ushered in a new TV agel Along with 
audible range and in^tiiiiiieiitatinii 
tapes, it ^vas originated and [)ioiieered 
by 3.M. And it is through continuing 
and pioneering research that 3M is 
known and recognized as world leader 
ill the develo[ini(^iit, manufacture and 
distribution of cpiality magnetic tapes. 




SencJ for: "The Shov* is on VicJeo Tape," 

a new booklet of case studies on the ta[)iiig of iK^twork 
commercials, drama programs, and local 'spectaculars. ' 
F!nclose 2.5c in coin to co\er mailing and haiidliiii: 
costs. W rite 3M Co.. Box S.'iOO. St. I'aul (>. MiuncMila. 



"Sf.OTCIf.nd (lit plai.i dc.ipn «rr rrp.T W> of .tM Cn . Si P.iul (.. Minn, 
Ex|>orl: 99 I'urk Ave. Nc» York. Canada London. Oman... i I'll..) iM Co. 

^^IMMISOTA jy^lMIMC AMD ^ M U f A C f U ■ I M C COM 

...WHtnt II&tAICH IS THI xtr ro TOMOIIOm 
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CBS TV PLAN 

^Continued from jta^c 361 

'■\\ e ai e not going to raiise a |)rice 
war! Tliis is an official and legiti- 
inatc late rcdiutioii in the morning. 
It won't go any fnrtlier: wo will stick 
to the riitc: wtMo niadc things more 
(lexil)lo and estahlished a definite 
rate." 

Most network evcentixes contaeled 
l^^ SPONSOR expressed a|>|)r(nal of 
('BS T\ 's 10 a. in. to noon ineiiieii- 
^erillg, luil eiitliu^iasiii was in se^ eral 
cases teiii|)cre(l 1)\ roncern that CBS 
inaj ha^e gone a hit too far. 

Ho^\e^'er. James Hergeii, i\BC di- 
Vic tor of da\tiiiie sales, coiicnried in 
Culls estimate of the situation and 
jtated that his network was |ileased 
with CHS I \ 's nclion. "We knew the 
lllo^ e w a> coining, it had to come." 
he ^aid. ""Aiid fiankh. ^\e"le ha|)p}. 

"The I dan iirovides more flcxihil- 
it\ than in the jiast. It's the best de- 
^(do|)ment for the whole shooting 
match as far as we can see it. We 
look with fa^ or on CBS" new |)lan as 
for the hest for da\limc tele\ision." 

llergeii said that ABC contem- 
plated no immediate changes in the 
morning or the afternoon, although 
it seemed certain that the network 




OKLAHOMA CITY 

population now 

Th« U. S. Cantut Bureau now ranks 
Oklohomo- City 37lh In populollon 
among lh« nation's molropolilan 
cIIIm . . . moving up from 47lh 



In 1950. 

SELL 'EM WITH 

K¥fTV 

OKLAHOMA CITY 

$AUSfioMHit Of Mom/ 

R tp nmt ti by 
Tkt Ortgbwl Stttian RepnintBtltt 



would have to react hy making fur- 
ther flexibility m()^■es broadening the 
ba.se of a^'ailabil^ties. ABC has re- 
cently added Jan Murray'.'* show to 
the three other quartevliours where 
sponsors can get minutes through a 
double eiossphig jjlan. These show^ 
are the last two in the morning and 
the first two in the afternoon. 

An ABC ,«|)okesman wa> not as 
sanguine after relleeting on the CBS 
r\' situation. Tlis first reaction, he 
said, had been: '"It's a rate cut. CBS 
is a good network, so why cut rates?" 
T|)<>n further exaininalion of the 
|)lan. he had e^en more re.scr^'ation« 
about the move. 

"It ^vas a mistake to drop the bill- 
boards, because when von do \ou 
lose sponsor identification. \t night 
this is less destructive than in the 
daytime when you have more of an 
emotionally invohcd audience. If 
the billboard i.s gone in the morning, 
no longer is the housewife a guest of 
the sponsor. Taking it out takes out 
a significant |)art of the atmosphere 
of daytime." 

The ABC excenti^e also slated that 
(]I?S TV inav ha^ e nlo^ ed to inl|1ro^ e 
their morning position "to the jioinl 
of being c^cstrueti^ e." He said the 
changes re|)resenlcd "a terrific oyer- 
emjihasis in cost efTicicney of the 
gross audience. If tliey ajiparenth 
think that the only thing ihev can 
adjust is their price, then this augurs 
poorly for the atmosphere and image 
of daytime t^'. 

"We must not im|)lv that ^ve are a 
common carrier dealing in raw num- 
bers. "' he warned. "Acliialb', day- 
time's audience is more selective, 
s|iecific. and emolioiialh involved. 
|)resenting the advertiser greater 
^alues in the ipialitative jirograni 
urea. F-xeii though many peo|ile have 
accused onr network of olTering 
nothing Imt cost efficiency, that i.- 
iiot onr major motivation. This lat- 
est daytime network move iinha|)pily 
i;ives eredenee to those 0|)iiiions." 

What's next? Will this type of 
selling eventually sjiread to nighttime 
network t(devision, as some admen 
jiredieted last week? Will a price 
war develop in davtime tv that will 
destroy as a money-maker a nit'diiim 
that used to be a fat eat? 

Mliliate reaction and action in the 
next few weeks will he the deter- 
mining factor in writing the last 
paiagiaplis to this (diajiter of televi- 
sion's ii|)roarions sales history. ^ 



TVAR 

I CoTiiiiiiH'd jroiii page 3u I 

tiser will adapt his commercial to 
these availabilities." 

Tlic waste audience: "Unlike other 
media, telev ision reaches all the peo- 
ple in a short S|ian of time. ad- 
vertiser ean blanket virtually every 
family in a market in a mailer of 
days." 'His ability of sjiot tv to make 
an incredilile number of sales calls 
in a short time at an extremely low 
cost per sales call is one of its most 
remarkable features, one that sets it 
apart from other media. In short: 
no other medium can reach more 
homes more often. 

Obv iously, a medium that reaches 
all the |jcop1e is bound to include 
wast(> circulation for someone inter- 
ested in only a segment of the market. 
Oil the other hand, this "mass" ap- 
peal means that an advertiser with a 
sjieeialized product can reach all of 
his |>rospeets v ia tv with tremendous 
impact at justifiable costs, a jiotential 
that doesn't exist in other media. 

The |iroblem of waste circulation, 
the report states, eould be miiiimized 
if an advertiser knew more precisely 
the l)esl lime period and type of |iro- 
grain for reaching the particular seg- 
ment of the market in which lie was 
interested. Efforts to prov ide this in- 
formation represent one of the major 
new areas of research, one that will 
undoubtedly continue to expand. 

Spol Iv's exj)crise: "Cost is a rela- 
tive thing, to be considered in the 
light of the results achieved. In 
realitv. no one can sav what is a 
'good' cost-per-1 .000 or what is a 
high cost when related solely to audi- 
ence. The im|)ortant consideration 
is the cosl-|5er-1.000 sales resulting 
from the cani|)aign.'' 

As far as the total dollars inv (dved 
is concerned, spot tv unlike national 
media, the rebuttal assert.s, makes it 
possible for a company to start small 
and cx|)and as results warrant. It 
enables an advertiser with limited 
advertising dollars to go into one 
market, or a limited number of mar- 
kets, where he can com|)ete on equal 
footing wilii larger, national adver- 
tisers. 

S|)ol IV also enables a non-user to 
"get his feet wet in tv before juni|5- 
ing in with both feet." fie can ex- 
periment v\itli the medium to see how 
v\cll it works for his jiroducl. 
{Please turn to page 6\-) 
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where WSJS television 
gives you grade A 
coverage of more homes than 
any other station 
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TVAR 

i Coiit.imu'd 1 1 out pai^r ()2 I 

The difficult) oj spiling il lo (in ad- 
rcrliscr's sales stuf]: "'riiis aigiiiiiciit 
on'jiiiKiteis |>riniai'il\ witli tlif j-ales- 
iiiaii agent oriciilcd r()ni])anics ; the 
jirguincnt is l)a>icall> a fallacious 
oiif."" A(l\t'itis<M>. ritiiii; tlii> as a 
reason for not using s|jot tv. the rep 
fiiin retorts, fail to realize that spot 
1\ is higiily -alahle if the elTort to 
sell the sales stalT on tlie niediuni is 
tailored to the speeifie campaign in 
cpiestion. 

The triik is to g«'t the -ales staiT 
into the act. to get tlxMn to visit the 
station, see the connnei cial. and get 
a eh-ar untlerslaiiding of the nature of 
tlie campaign, the audience it will 
reach, and the (jtlicr eh-nients in- 
\<)l\ed. This requires a co()perati\e 
elTort 1)) the station, tlie agency and 
the client. 

llic difficulties in iiicrcluiudisiiii^ 
and promotinu, it: "Merchandising 
and |)r(>n)otion are of seeondar) im- 
portance in most cam]iaigns. In a 
sense, the\"re tlie tail that siiouidn't 
he allowed to Hag the dog."" 

If merchandising and iironiotion 




are important. 'r\ \H reasons, then 
the\ should he considered at the \ er\ 
outset and the commercials should he 
l)repared with a \ iew toward their 
merchandising possihilities. 'Phis can 
he acc()rn|)lislied h\ using a well- 
known personality (e.g. Ued liarhei 
for Gulf Oil I or 1)\ de\ eloi)iug iiighh 
promotahle cartoon characters (Bert 
and Harr\ for Piels lieer) , 

The success of any merchandising 
or promotion ])iaii lies in its heing 
tailor-made to the |)roblein rather 
than heing handled 1)\ formnla. 
"Jumho ])ostcards and form letter^ 
to dealers aie not the answer to 
e\ er\ thing. 

Spot tv's lack of jiiestige: "If 
glamor and jirestige are the ad\er- 
tiser's major ol)jecti\es. network t\ 
has an ad\antage over s|)ot." How- 
e\cr. the rejiort says, most com- 
panies are interested in da\-to-da\ 
sales and for them spot t\- is a '"work- 
horse' medium which mo\ es mer- 
chandise steadily. WluitV more, it 
claims, the '"prestiue"" connected w ith 
network sponsorship is heing reduce<l 
h\ the increasing numher of network 
carrier programs to he aired. 

On the other hand, the potentialit\ 
of s])ot tv as a i)restige niediuni has 
heen largeh overlooked 1)\- national 
ad\ertisers hecanse of their ])rimar\ 
concern w ith dav-t()-da\ selling. Spon- 
sorslii|) of local pulilic service ))ro- 
granis. special e\ui»ts. etc.. represent 
an untai)i>ed area for prestige acKcr- 
tisers. 

[ nfauiiliaritv with spot: "The edu- 
cation <if liigli-le\cl ad e\ecuti\es as 
to the meaning of s|iot tv has been 
largely o\ erlooked in the da\ -to-day 
details in\ ()l\('d in handlini; this "in- 
fnnt mediiiiii. The growth of spot 
t\ has heen so rapid that there hasn't 
heen suflieient time to devote to this 
all-ini])orlant and hasic job. 

What's more. TvAR continues, an 
understanding of this new medium 
has heen eomi)licated b\ the absence 
of a clearly defined image. The lack 
of identit\ is comnlicated on the one 
hand b\ the anibiguit\ of the word 
"spot" its dilTerent meaning to dif- 
ferent peoph^ and. at the other ex- 
treme. b\ the \ersatilitv of it^ Use 
(which. ironicalU enough, represents 
one of s|)ot t\'s greatest strengths'). 

There is a dcfniite need for sellers 
of spot t\ to e\|ilain the basic tde- 
Mients of the medium to non- risers. 
Man\ fme s|)(>t l\ ])resentation.s fail 



in this regard because they are too 
advanced and too so]ihisticated for 
the noii-user. I'reseiitations which 
talk about flexibility, cumulative 
audience, reach, and frequency all too 
often dwell only (leetiiigly on the fun- 
damentals. 

Spot tv not selling itself properly: 
"The prime reason for the feeling 
among certain ad\ertisers that spot tv 
has not heen s<dling itself pro])eii\ 
stems from the fact that many ]ire- 
sentatious examine the medium from 
the seller's rather than the buyer's 
jjoint of view. 

There's a tendency for the sellers 
to forget that the best jiresentations 
are those which relate media to the 
advertisers' selling jirohlems. the re- 
port adds, iiresentations which ])ro- 
\ide information on how a eonipaiiy 
can use media to help sell more goods 
or ser\ ices. 

"As long as some ad\ertisers ba\e 
reser\atioiis regarding spot tv or the 
manner in which it is sold. T\'AR 
coneludes. "c\ er\ one invob ed in sell- 
ing spot t\' must accent the respon- 
sibility for presenting the basic story 
of our powerful medium in terms 
that relate to the advertisers' prob- 
lems. And an\ £ood tv renresenta- 
ti\e can ])ro\e it! 



TAPE UNIT 

( Continu-ed from page 39 1 

main acti\ities. Independent com- 
mercials ])roduceis had been crying 
monopoly for two years: perhaps CI3S 
was only tactfulb withdrawing from 
l)eha\ ior that could possibly snhstan- 
tiate this charge. 

The peculiarity of CRS" jiosition. if 
thcr<' be an\ truth to this line of ex- 
planation ofTered bv outside obser\- 
crs. is that fne or 10 years ago had 
\ ideo tape come along the atmosjihere 
was such that there iirobabb would 
ba\(' been no objection if CHS estab- 
lished a \igorous and independent 
tape ])roduction unit. 

Hut 1961 is not 1931 or 1956, The 
atnio.s])here has changed. There is a 
n<'w a.lniinistration in WashingLton 
and (^HS nun ha\e made a gesture 
to greet it with a "clean" slate. 

The implication of CHS withdraw- 
al from full-scale tape production i? 
manifold to indeiiendent tn])e jiro- 
ducers. It may mean a transfer of 
considerable business, iierhaps 
million in 1961. *^ 
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QUALITY TELEVISION 

SELLS 
RICH, RICH 

SOUTHERN NEW ENGLAND 




1 M*. 



QUALITY IN ART IS PORTRAYED BY THIS EIGHTEENTH CENTURY PORCELAIN GROUP, 
REPRESENTING THE JUDGMENT OF PARIS. MADE IN THE MEISSEN FACTORY. GERMANY, IT IS 
PART OF THE FABULOUS J. PIERPONT MORGAN COLLECTION WHICH MAY BE SEEN AT THE 
WADSWORTH ATHENEUM. HARTFORD'S ART MUSEUM. 

IN RICH. RICH SOUTHERN NEW ENGLAND. QUALITY IN TELEVISION IS THE HALLMARK OF WTIC-TV. 
OH YES. WTIC TV PROGRAMS ARE HIGHEST RATED TOO. 



WTIC® TV 3 HARTFORD, CONNECTICUT 
*ASK YOUR HABLRINGTON, RIGHTER & PARSONS MAN 



NEEDHAM 

I Continued jroni page 42 I 
jaunt\ lioni rininicd glasses. Iiis oycs 
l)('S|)<'ak <i()t)(l humor, lie is l()|)|je(l 
with a Ileal, while crew cut, and has 
a iiiatchiii<; iiiiistache. lie looks no- 
where near his age — 72 this montli. 

Needhani has heen described 1)\ 
oth(M> in the business as a noii- 
iiuckster l\\)c ad\ ertisitij; man: yel. 
a<Tordin<; lo his elicnts, his roni- 
|)etitors. and his rerord. he is one of 
liie most efTerti\e. PerhiijJS his |)er- 
sonui |jhiloso|jiiy Xeedliani's eon- 
ee|)t of the complete man — ox|)laiiis 
what seems to l)e a paradox. Aeed- 
iiani feels that a man needs more 
than hifihh de\eio|)e(l teehniral skill- 
and knowledge in order lo he a real 
leader in any field he must al.-o 
lia\e a workinjx ar(|naititaiiee with 
tlie hunianilies. and |)eo|)le on e\ei'y 
social strata, \eedhani. aeeordin<!; lo 
his associates, is a good exaiii|)le of 
this In |)othetical coiii|)lete man. 

At the l'iii\ ersity of Wiscmisin 
(class of lUlOl Needhani had ani- 
hitiotis lo become a ne\\'s|)a|)ermati. 
\ftei' a \ear of liberal arts, he con- 
sidered journalism, liul on the atl- 
\ ice of iXrtlinr Kuhi. a Collier's fea- 
luie writer who was \ isiting the cam- 
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|)ns. iNeedliam remained in liberal 
arts. "'E\ er\ thing you could learn 
here in four \ears. yon could learn 
in six months at a iiew's|ja|jer ollice." 
Hnlil told him. And for the remain- 
der of his college years, \eedham 
immersed himself in sociolog\. |)lii- 
ioso|jli\, and literature. 

An examjde of Xeedham's scholar- 
ly attainment is the Civil W ar iiieiii- 
orabilia adorning his office walls. 
His lifelong interest and study of 
Ci\ il War lore has (jualified him as 
an authority on this jieriod. 

Also an oriiitlu)logist (although be 
calls himself a bird-wateherl . Xeed- 
liaiii chiinis that by obser\ ing birds, 
one learns a lot about humans. 

W illi the \ igor that W(juI<1 try the 
strength of a \irile youlh. XVedhani 
conducts his business and continues 
his pursuit of the coiii|)lele man. He 
gets up c\ery iiioniiiig at 5:30 and 
reads for two hours before break- 
fast. The gamut of these daybreak 
perusals echoes liis erudition: he 
reads e\'er\ thing — current maga- 
zines. |)oetr\, |)hilosopb\. dramas. 

After breakfast, he makes the 60- 
mile drive from Woodstock to the 
Prudential Building in a Huiek coii- 
\'erlihie— with lop down. when 
w eatlier |)ermils. 

\ccoi'ding to |jersonal friends, both 
inside ad\ertisiiig circles and oul. 
one of Xeedham s most charming at- 
tributes is -Mrs, iNeediiam. the b)rnier 
Way Elizabeth HoltofT. who shares 
inaiu of her husbands interests, in- 
eluding the early morning reading 
custom. Not only did she help de- 
sign and coni|)letch decorate their 
home in linii Vaiie\, but four years 
ago. when the agenc\ in()\'ed from 
the Field IJuilditig lo the brand new 
Prudential building. Mrs. Xeedbnm 
drew up the door |)ian for the office,*, 
decorated their interiors, and siio|)|)ed 
for fabiics and fnrnilurc;. 

(It was INecdham's marriage that 
indirectly led him into advertising. 
H\ 191 1 he ob,scr\'ed that an adver- 
tising man. generally- could support 
a wife i)elter than a iicwspapeniian.) 

Needham's long-icrni client of 32 
years. II. F. Joimsoii. chairman, S. C. 
Jidmsim & Son. ex|)resses what is 
g«'nerail\ recognized in(iustr\ o|)in- 
ion of iNcedham. lie sa\s. "During 
this long association, not too com- 
mon on agencv -client relationships, 
our feeling for Maurice has goin- far 
be\ond the noimal friendb relations 
that are likeh to exist between the 



head of an ageiic\ and the princi- 
pals in a client's organization. We 
ha\'e a deeji affection for Maurice 
and for reascms which 1 am sure are 
a])|Jarent lo his many friends in busi- 
ness and social life. 

'"Maurice is first of all in the old. 
true sense of the word, a gentleman. 
He is also a man of culture and taste 
-attributes not always combined, 
as in his case, with a solid, jiractical 
a|)|)roacli to the business of ad\er- 
tising and jjroiiiotion. 

"0\er and abo\e this, however, 
we lia\e always bad a strong liking 
for Maurice as a man because he is 
warmhearted, calm and not easih 
ruffled and often able with a pat ob- 
servation to resobe a troublesoni' 
problem."' 

I he financial organization of 
\'L&B is one of its most distinguish- 
ing features. It is an emjiloyee- 
ow ned com])an\ . Capitalization con- 
sists solely of common stock a\'ail- 
able only to em|)lo\ ees. Of the total 
emploved, M'^i. or 149, are share- 
holders. Prior lo 1916. only the 
agency jirincipals held stock. As 
compaii) financial stability in- 
cieased. so did the shareholder list. 
Xow stock is offered annually, each 
December, subject to a|)|Jro\'al by the 
board of directors, which continues 
to hold the stock majority. 

Although ,\eedliam s de\'olion to 
agency business is jirofound. he is 
not moti\'ated b\ a desire for big- 
ness alone. His conservatism in this 
regard sjiared the ageiic\ what might 
have been a disastr(ms brush with 
the I'-dsel fiasco. After word had nar- 
rowed down Edsel s agenc\' selection 
lo three — FC&H. Eeo Burnett, and 
\Lil!— \eedliam declined to pitch in 
the finals, because, as he imts it, '"we 
were not geared lo staffiing a 100- 
|KM'son Delroil ofiice ()\'ernislil." 

.According lo iXecdIiam. one of the 
chief rca.soiis the eomiiaiiy makes 
public its animal fmaiieial statement 
is because 'Mi's liealllt\ to let clients 
know how much it costs to run an 
agency. " lie is a firm belie\er in the 
agency commission s\ stem. "It's eco- 
iiomicalU sound. " be says, "and 
clients are getting a big bargain this 
wn\ . " 

East December. \EXI! board of 
directors \ oted eliairnianslu|J to 
\eedliam. who had ser\ed as agency 
|)resident since its bmiiding. "It's iin 
first promotion in \ears. " \'eed- 
liaiii wbimsicalb ol)ser\ed. ^ 
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HARD LOOK AT RADIO 

( Continued jioni ;»</;cc m ) 

100'^; sold on ra<lio a(Kcilisin;i? 
llow many of ilicin iin<leislaii(l the 
workiiip: of radio advert isiiij; and can 
speak on it with authority and confi- 
(h'nec? And how iiianv of thcni can 
<|)eak from firstdiand <>\|)cri('nee on 
ra(Mo advertisiiifr succosse.s? 

Xow, before 1 eansc a riot, let nie 
(|nickly look at the other side of tbe 
coin, flow many newspaper s^pace 
salesmen are lOO'^r s<dd on newsjia- 
jier advertising? How nianv can 
S|)eak from first-liand experience on 
newspaper adx ertisiii": successes? I'll 
venture the guess that on a jiropor- 
tionate basis there is a* nnicli lack of 
undertanding in one medium as in the 
other. If so, then why docs railio ad- 
\ertising ha\c less acccjitancc than 
newspaper adxertising among mer- 
ehaiits? Why won't some merchants 
touch radio with the proverbial 10- 
foot pole? Win do tlie\ plod along 
\ear after \ ear making the same mis- 
takes in newspaper ad\evlising. shv- 
ing away from radio? 

My own opinion is this: for one 
thing, radio does not enjov the same 
standing as newspaper because radio 
stations, for the most pari, don't lia\e 
the same standing in their communi- 
ties as do the newspapers. Uadio does 
n<it have the same posture of stabilitv 
as do the newspapers. Radio does not 
ha\e the firm. dccpK embedded roots 
that many newspapers have. Radio 
has not built the same confidence quo- 
tient as newspapers. . . . 

I said in the beginning that ui\' firm 
uses radio advertising relati\ elv liea\ i- 
Iv. T did not sav. bowexer. that in 
most markets, we rely on radio adver- 
tising. I don't know. Ma\i)e I'm 
afraid not to use radio in the same 
way some adxertiscrs are afraid not 
to use newspaper. Hut I tell you as 
honestlv as I know how: Tlierc's a 
\ ital link missing in mv chain of con- 
fidence in radio. There's a gap some- 
where along tbe line which either is 
not missing in newspaper or which 
has become insignificant. . . . 

Now then — radio sells results. Yet 
radio, according to many merchants, 
does not produce results. I sav that 
there is a reasonable posyibilitx that 
newspajier doesn't produce results for 
many of these same ad\ ertisers either 
— certainly not in tbe same propor- 
tion as it should when one compares 
what is spent in newspapers as re- 
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latcd to radio. . . . I'll \entme that 
there aie Hiaii\ mercbaiil.- who don'l 
kn()\v bow to use ne\v»papcr an\ 
more ilian llic\ know bow to n>c 
radio. 

1 hat raises this <|ue-li<ni: Win. 
then, do these meiehants accept rela- 
ti\<d\ result-l<)>s advertising so grace- 
fully from newspapers and with sutb 
disdain from radio .-lation-? 

1 m not suggesting thai radio sta- 
tions sboubl Irv to s(dl the idea that 
if a mer<dianl doesn't get ronlls from 
advertising that he might as well not 
get them fiom radio a.-, not get them 
from newspapers. Kesnlts notwilb- 
standing, / am siif^pcsting that most 
merchants don't view radio with the 
same respect as they do newspaper 
advertising. They linow thev won't 
get results from radio advertising. 
And this e\eii before many of iheni 
ba\e gi\en radio a fair opportunit\ ! 

1 belie\c it all comes down to tbi>: 
radio has not built tbe same confi- 
dence in itself as has newspapers. . . . 

Some of you will sa\ that tbe 
character of radio is not one that can 
build that kin<l of an image . . . that 
tbe b CC has hog-lied you on eertain 
image-building concepts. Perhaps it 
is tbe great degree of coinpctitix eiiess. 
Vet. we all know that there are some 
.-tat ions in some markets which have 
built an inspiring confidence (pioticnt. 
I lie\ are not always the Xo. 1 
station in the market, but the\'re usu- 
ally close to the to|). l!ut then. c\ er\ - 
thing else being e<]ual. what actual 
|)roof do we lia\e that tbe >>o. 1 
station in rating (whichever rating 
ser\ ie<' \ ou (dioo.-c I is the \o. I 
station for results? Maybe it's better 
to reach 20'7 of tbe listeners in a cul- 
ture of VtO'^i confidence than to reach 
■10' < of ihe audience in a culture of 
I0'~( Confidence. 

In m\ opinion, building confidence 
in radio can lake niaiu' forms. One 
vital wa\ is through your sales aji- 
proaches to the merchants, 'llicre 
ought not to be an\ one w ho knows 
how to use \onr medium better than 
\ou. It is (juite obx ious that you have 
enough objections confronting you 
without tbe added weight of doubt or 
lack of confidence in what you are 
-selling. Certaiul\ ibis is not true of 
all radio salesmen, but even amongst 
the best do I sometimes sense that 
this lack of confidence asserts itself 
peculiarly when the selling is directed 
toward merchants. ^ 



SPONSOR ASKS 

U'ontiniied from prifiv .^Oi 

merchandising (li-pla\- I Ik— e di-- 
pla\.» are geiierall\ of two t\pes: bas- 
ki-t dump and free -landing (lis|)la\s. 

NaluralK. p()int-of-|)ur( ha-c- di-- 
|)la\s cunstilute cxeellenl mer( lian- 
ilising. but this in itxdf i> not 
enough. 

W \MK cenlers its nu'rcbandising 
program on a "liny of the Week 
campaign. Kacb week an account is 
singh'd out. It becomes tbe bn\ (d 
the week, and most merchandising 
acti\'it\ re\<il\es around it. 

We alM> make dealer and (lis. 
trihutor contacts on Ix'lialf of its ad- 
vertis(M>. Ihe co-t (d this is. of 
course, negligible. Vor a food item, 
a letter is sfut to a<l\eili.sing and 
promotion peopb* at all the food 
(diains. notifying which product has 
been made bu\ of tlx- week. I he\ 
are informe<l of tbe hea\ \ promotion 
behind the |)ro(luct. and to be sure 
that -hel\e> are wtdl -tocked. 

As can be sei'ii. no station need 
go to aru great exjiense to do a good 
merchandising job. Rut \ou must 
exi'rcise \our imagination. ^ 




Th« U. S. Ctnsu* Buraau now rank* 
Oklahoma City 37th in papulatian 
omang th« nation's motropoliton 
citit* . . . moving up fram 47th 
in 1950. 
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Miles I.:iI)oriiloi-i('s (\\;i<l»). ;i 
siil)>i:iiiiial l\ flieiil thai ki't'pri 
>iH'illatiii;i het^M-eii iicl\«()i-k and 
ri|)»>l. .-eeiii.s tlt'sliiied for a s^^iii'j; 
lovai'd nclwork »'\t'liisi\t'l_\ he- 
u:iniiiii^ tlii> .-ipi-iiij;. f\»i- 1-A-I)ay 
>ilaniin> and i\er\iiu'. 

Alkji S('ll/t'i'< fate still lunigs in 
llic halanco. liut will take a suniiiier 
iiiatus again. 

Ciiox, tin' kid vitamin, will dofi- 
nitt'l) .-ta\ ill spot hfcause fi)r this 
prodiirt. Miles i> r<)ii\iiioed of tli • 
\aliie of local kid ■■liow persoiialitx in 
eacli market. I^a^e of l)u\ on iiei 
-eems to he the fa.ior that detLTinined 
l-.V I)n\ and \ei\ine to (piit «pot. 

('ain|»ai<;ns: 

• 1.. Fi'»»zeii S»'nf»><)il I )i il- 

licit ipadviiij; a Lenten season .-pot 
t\ canipaijin in the New \oik. S\ ra- 
( u-e. BufTaio. Mhaiu -Trov-Schenec- 
tn(l\ . ISoston. Hartford. I'rov idenee. 
Portland. \le.. Pitt-hui iih. Cleveland. 
Detroit. Grand Kapids and Minneapo- 
li>-Sl. l^aul markets. Nine dilTerent 



'MIAMI UNDERCOVER' PREMIERE over Hollywood's KABC-TV, 18 Januery, wis reason for a qdU get-together at Roclty's Place on Stage 14 
at Desilu. Lee Bowman (1) star of the tv series, and his tv sidekick, ex-middleweight champ. Rocky Graziano, flank KABC-TV sales manager, 
RIchcrcl O'Leary. Lovelie: (l-r), Kathy Marlowe, Eloise HHardt, Leurie Mitchell, and Teresa Del Rio (Miss Spain] also appear in the new series 





ft WRAP-UP 



'THE WNTA-TV STORY,' a filmed prese.itation, was shown in LA, and San Francisco to 
ageiicymen. Here with film narrator, Mike Wallace (socond from right) ore WNTA men (l-r) 
Kermit Kahn, adv. dir., Donald J. Quinn, v. p. spot sales, and Maurice Schlaffer, program mgr. 
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foiniiuMCiiils miiiillo. 2(1";- iiiiil K'.- 
uill piisli the pnidiKi. \';ciii \ ; 
Smith (fiTciilaixl. 

• l'<'|»>i-("()lii l)()lllci> iif Pliiladt l- 
pliia. Pciiiisaiikcii. \. J.. Ni-u Uriiii-;- 
uick. \. J.. Atlantic (^ilv. N. J.. Wil- 
ruiii^lDii, Del., \ll('nl()\Mi. I'a.. ami 
Ucadiiif;, I'a., an- j:cltiiijr IdjicIIici in 
ii cooiiiMalix (• lu'l 1\ (am|Kiii;ii iiixolv- 
inj; xnuc 'M) spots per week. I In' 
hulk fioiii^ Id prime lime nij;hltimc 
>li(n\s. 

• I'illshiiry ii-;iii;: net t\ for il- 
l<)()0 liako-Olf cookhook mail-ill of- 
fci, hcj;imiinp laic this nionlii. \i;cii- 
('\ ; Camphcli-Mithiiii. 

• l.chii & I'ink iisiiiL' ci;;hl difTcr- 
ciil \\\C TV (hulimc shows for il- 
I,>s«)l campai^^ii hi-piiminj: this moiilh 
and lhroiif;h !> Ma\ . 

• l)o>Mi> (lake, mapped oiil a sal- 
iiration l\ eaiiipaijin h)r il> recciilly- 
i 111 rod need \ ilaiiiiii-eiii iehed pre- 
haked frozen paii(ak('>. uallli-. and 
Fmuh toasl. Scheduled to hrcak 
carK ncM moulh. the campaij;!! will 
he coiiceiilraled in the >i\ New Imiu- 
laiid >tal('s. Peniis\ h aiiia and Florida. 
\"eiic\ : Smilh Greenland. 



• llciiirkcn'.- llolLiiiil l(r<-r 

l)im>;lil 1\ minnles in ihe Miami mar- 
ki'l In inlrodnei' its Dirtch l.injiiia^e 
1\ ciimincrciais for llic fii>l lime irr 
the I niled Slates, 

I'KOI'I.K ON Till-: MONK: At 
('ampliidl l^oiip: \\ iHiiiiii (I. Kii\. 
Jr.. iiameil product markelinf; maii- 
af;er hii I'ranco- \meri( an |)rodncl-i; 
liichani I,. Kaiid. lo a^>.i^lant In 
the dirci lor-iiidii-lrial eiiiiincci iiiji ; 
Kohci'l \j. Kit.-.- lo new |)o-itioii, 
as^islaiil 1(1 the \ .p.-markelin;: : Mr^. 
Miii'jiafcl Kiidkiii. I'epperidjje Farm 
h)iin(ler and piesidcirl and former 
Sccrclarv of Defense Thomas S. 
dales, ,|r.. elected to hoard of direc- 
t()r> . . . Mi red .N. W'iilsoii from \ .p. 
Mfred I'olil/ Ke>earch. lo \ .p.-mar- 
ketin-; -crvicci. I nited Slale> Hidiher 
. . . (J(M»ri;c \. W aller, from ni - 
cnniil e\eciili\e. \llma\cr. Fox anil 
Keshkin. kaM>a- Ciu. to as»i".taiil ad- 
\erlisin;: nianaiicr. FairmonI Food*. 
Omaha. .Neh. . . . Ki'ehai-il l.<>riii> 
from ;:eneral manajier. »ah'> promo- 
lion and a(h eriisiiiu. II. J. Ileinz. 
CaiKuhi. lo product niaiia,L;er. pin<lucl 



in.n kcl in;.; ^cii<-ial dcp.ii Inn-iil. iii.ii 
kclin" di\ i^iorr. I h in/ 



AGENCIES 



.^|»ei<h'l hii« «\>ilch<Ml il« aecoriiit 
(nroiiiul !?2..1 iiiillioii) from Nor- 
man, drill;;, (.''k Kiiiiimel lo Me- 
( l:iiiii-.MiM'seh:ilk. 

Nole: >|ieldi l ha» hnliL'hl a uei kh 
niinnlc on Ispliall Jiinis.li-. \l>(!-'l\ 
".laitinji ill \pril. 

\^ciic\ :i|>|>oiiiliiieiil<< : I hi' (ioni. 
nionueallh I'.niiincerin^ (,o. and 
Midland PliarmaceiilicaN. holh l)a\- 
ton. Ohio, to Don K('iii|>('i' . . . 
Oiiaker Lace. Philadelpliia. to Vi'IhIi. 
I'l'c.-^loii. ( Icipiii. I.Milih X Keen. 
Philadel|)hia and \eu ork . . . 
Lenkerl IJerliic. -nh-idiar\ (.cncral 

relephonc \ Fleet rmiic-.. San (lailn-. 
Calif., lo Kiiiliu/i- . . . \.S.i;. Pro- 
diicls. inchidin'T (lem and Pal In- 
jector, to Kciiloii X Kowh's laliiiiil 
^2 million I. from keii\oii\ I'/ckharill 
... I |ijohn i^L.") millinnl. to Me- 
(!:iiin-Mai'^ehalk. 




JUDGES OF NBC PROMOTION MANAGERS AWARDS included 
were A. S. Rylander, NBC TV director promotion services (left) and 
Max Bucli, NBC TV. v. p. eastern sales (right). The trio.- (l-r) Thomas 
McDermott, N.W. Ayer, Phil Cohen, SSC&B. Jerome Feniger. C&W 



KETV'S OWN 'EXPEDITION' series, tagged 'Expedition: Omaha,' 
produced by John Flower (center) with Lee Terry, is lauded by 
Col. John D. Craig (holding poster), host of the ABC TV series 

NEW BLAIR V.P.'s: (standing l-r), Lou Faust, N. Y., Charles Fritz. 
Detroit. Heber Smith, San Francisco, and (seated, left) Ed Whitley. 
N. Y.. are shown here with Tom Harrison (seated right), v. p. and man- 
ager of John Blair's Chicago office since 1959. The v.p.'s comprise the 
firm's sales management board now holding conferences in N.Y.C. 






DRESSED TO MATCH 

the splendor of Roches- 
ter's new sports center is 
WROC-TV sportscaster, 
Foster Broolcs and wife 
Terri. 'When the boss says 
dress up, we dress up,' 
says Brooks. WROC-TV 
began live telecasting of 
Its wrestling programs di- 
rect from the new center 



rKOI'LE ON TMK MOVE: 
(i("or<;o F. Ihiiiiillon. from to 
areouiit su])('r\is()r. Breast O'Cliickeii 
ruiia accouiil. I) Aicv . . . H;il 
Tlioiiipsoii, from Fuller & Smilli & 
l{<).«s. to t\' producer. Lambert & 
l'Ca.--ley . . . .Mrs. Joan Fields tu ili- 
reclor of media, l{u}>eii \d\ ertisiiif; 
. . . Walter J. Wilcox from sale> 
promotion manager, Sanforized l)i- 
\ i>ioii, Cluett, l'eal)ody & Co.. to 
serv ice department. Neu \(nk ollice. 
Aver . . . Valloii Ihdiey to as- 
;-i>tant account executiv e. Trac) ■ 
Locke, Dallas . . . Doiifrlas P. Walk- 
•T, from print media buyer, assist- 
ant account executive, anil broadcast 
analyst. Frvvin Wa.sey, RutliraufT 
K\an, to assistant re])re.seiitative. Ply- 
mouth Dealers. L.A. region. Ilollv- 
Mood office. Aycr . . . Kol»«'rt Aii- 
tlr«»M' Brown, from account execu- 
live to maua<:er. Portland office, Mc- 
Cami-Erickson . . . Xoriiiaii K«mi- 
iK'lli Saxcr, Jr., from assistant to 
llie v'.]i. Comet Rice Mills. Houston, 
to ereative-eontait executive. Gard- 
ner, \evv" York City . 

MOKE PEOPLE ON THE MOVE: 
Warren W. Seliwed from publicitv- 
])roinoti()n activities bead- to director 
of newly -formed niercbandisiufi serv - 
ices ilejiartment. Grey . . . IMarliii J. 
FriiMlnian to associate niercliandis- 
in<4 director. New ^ ork offitee. Dancer- 
Fitzgerald-Saniple . . . Lonis Stark 
from department nianajicr. K. II. 
Macv Co.. to marketing executive. 
Doyle Dane liernbacb . . . (Clinton 
C ViVlls from partner and sales 
manager. WAF^L Miami, to account 
executive. Tbc P>r<'.«nick Co.. Boston 
. . . Scott E«l«Iy from radio sales 
'italTer to creative de])artmeut, radio 
sales department. Katz . . . Frank 
IIor!<lcy, V.]). and secretary - Pacific 
National Advertising. Portland, Ore., 
to manager Seattle office . . . 'V. L. 
StroniI»«'rg('r. senior v .p. and mem- 
ber of tlie board of directors. Fuller 
& Smith & Hoss, L.A., to temporary 
acting manager, FSli's New York of- 
fice . . . Dnaiic C. Hogi*' from ac- 
count c-xecutlve. to associate director 
of broadcasting, FC&B, Chicago . . . 
Ilcrnian Knsli joined GAC as v. p. 
in (levelo])meiit and salc» for new ])ro- 
grams. 

'Hicy w«'r(! named v.p.'s: Donald 
E. Gidiring;, at Donahue & Coc. L.A.. 
in charge of client services. He's from 



llonig. Cooper \ Harrington. L.A. . . . 
yi. .'VHcliacI GrijigH and Ja«'k GoUI- 
smitli, at BBDO . . . William F. 
Allifion and Irving: I\HII«»r. at 
Ketcluini. .MacLeod & Grove . . . Ho- 
niano H. Allison, at Richard Proc- 
tor, Montgomery. Ala. . . . Herman 
Davis and ]Ma.\well Sapan. at 
Com])ton"s creative de])artnient . . . 
J. Desmond Slattcry, at NHctor A. 
Beimett . . . John G. Gx»p<'lan(l, at 
Aubrev, Finlay. Marley & Hodgson, 
from Grant. 

TIk'v wer«» elc«'t«'d lioard <lir«'c- 
tors: Stev«»r .-^nlirey and John U. 
Hockwell. at DCSS. ' 

Tliisa 'n' data: (M>nld, Brown 
iind Hiekett, Minneapolis, has set 
aside a sp(!cial office in its new .set-U]) 
in the Rand Tower for v isiting media 
men to hang up their liats and do 
business . . . Cramer-Krasselt v.]). 
and director. Roger LeGrand and 
(icorg*' ('onite, general manager of 
radio and tv station WTMJ. addressed 
the Badger Chapter of the AWHT at 
a meeting at the Milwaukee Gas 
Light Co.. 21 January . . . N«'edliaiii. 
I^tnifi an«l Brorhy's 1960 billings 
(.$4.3.376.6261 chalked up the largest 
ainnial gain in the coni])any"s 36- 
V ear-old liistorv. 

i\ani«' «'liango: ]Maslovv, (»ol(l & 
Kotliscliild, Inc.. from jVdverlising 
& Merchandising \«sociates. Boston. 
1 February. 



TV STATIONS 



Storcr Broadcasting, last w«'ek. 
made s(»v«'ral top-lev «d (h'part- 
nicntal shifts involving three of 
its stations. 

fhe stations: WITL'I'V. Milwau- 
kee: WSPD-TV. Toledo, Ohio: and 
WAGA-TV. Atlanta, Ga. 

The men involved: 

• Hog<'r W. L«'Gran(L v. p. and 
director of the radio/tv dei)artnieMl 
at one of Milwaukee's oldest ad ageii. 
cies Cramer-Krassclt —was appoint- 
ed to the managerial ]iost at Vi'lTL 
T\. 

. Josej.li W. Evans, Jr.. WlTl- 
'fV manager, was shifted to the same 
])osition at W.SPD-T\', replacing 
Peter Storer who. last month, was 
named head of the company's new 
national Iv sjjots sales division. 



• William J. Flyiiii. general 
sales manager. WAGA-TV, went to 
ViTri-TV, in the same capacity. 

• E. Dean .McCarthy, after a 
V ear's absence, returns to WITI-TN' 
as operations manager. McCarthv 
organized and o])erated Storer s 
Quality Control department in Miami 
Beach during his vear away from the 
station. 

Flynn and McCarthy re])lace Em- 
mett A. llassett and Gleini G. Boundy. 
Jr. New Storer assignments for the 
two have not yet been announced. 

PEOPLE ON THE .MOVE: Kich- 
ard B. Belkin from staff director to 
production manager, WAST, Albanv. 
.\. Y. . . . Don V. Liiidsey from sales 
staff to regional sales manager. 
WTVP. Decatur. III. ... Ben .Alc- 
Langlilin from general manager and 
V.]).. WICU-TV, Erie, Pa., to .sales 
manager. KKT\'. Omaha . . . Clay J. 
Conry to traffic supervisor. WBRC- 
TV. Birniingham. Ala. . . . William 
.AL Scruggs, Jr.. from Southern 
sales I epresentative. t(j national sales 
manager. WSOC-TV, Charlotte. N. C. 
. . . Howard D. Dnncan, Jr., from 
general sales manager, to general 
manager. WEllT-TV, Evansville, 
liid. . . . Ken Kampion from re- 
gional sales manager and film buv- 
er to national sales manager. WPTV. 
Palm Beach, Fla. . . . Sidney E. 
Smith from sales staff. KPTV, Port- 
land, Ore., to local sales manager. 
KT\'T. Dallas. Tex. 

Kndos: KUDO-TV, Colorado 
S])riiigs, Colo., weatherman. Stormy 
[{ottmaii. reeijiient of the Seal of Ap- 
proval for Television from the Ameri- 
can Meteorological Soeietv. 



RADIO STATIONS 



Tv>o radio .-tations shrnggi-d off 
Friday the J3tli apprehensions 
and InriK'd th«' snperstitioii day 
into snecessfnl station promo- 
tions. 

The stations, and the gimmicks: 
• WGAiNL -Miami, Fla.. gave away 
LS black kittens (from the fhimane 
Society) to L3 listeners who didn't 
think Friday the LHtli was so un- 
luckv . Winners were chosen from 
letter entries relating the best thing 
that ever ha])peiied to the writer on 
any Friday the 13th. 
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. WOOD. Cnmd Kapid-, Midi., 
|turiieil llur spollifilit on its dial j)()si- 
lioii (l.'5(H)) and made I .'5 plioiic calls 
to listiMicrs olTeriii"; a SM5 casii prize 
to lliose arisw ciinf; «itli tlic I.'i letter 
phrase "WOOD radio i. l.'.." 

l<l<r:iH at >vork : 

. ^V^^'II.. Ft. Lauder.lale. Fla.. in 
reeofinitioii of the ellect the new First 
Lady will have on fasliioiis, has 
launched a search for Mrs. Kenneth' 
look-alikes. Wirnier of the hirst Ladv 
Contest will receive. anion<l other 
prizes, a trip (for twoi to \assaii, 
and a Mrs. Kennedy coilTcur. Four 
riinners-up will also rccei\e a variet\ 
of jjifts and coilTeiirs. 

. WUIT, Milwaukee. Wis., solved 
the w hat • to • do • « ith • old - Clirist nias- 
cards enij;ina for its listeners hy in- 
\iti[i<; thein to uidoad tlieni on the 
station. A prize of S.iO in <-ash wa> 
!;i\cii to the listener who hroufilit in 
the largest nnmher of cards. Second, 
third and four prizes. ran>;in<; from 
■SiO to S2,'i, were also awarded. \ to- 
tal of over 1, 613.000 eard.^ were re- 
cei\ed, according to the final tall\. 

I'KOPLK ON rilK >M)\ K: Sli. i-- 
«(l K. U()II^^eI•. from sales manager 
to general manager. WLOl). Fort 
I>au(lerdale, Kla. . . . (Jciie Williams 
from sales promotion and merchan- 
dising. Oscar Ma>er Faeking. L.A.. 
lo merchandising director. KL.AC. 
fhat city . . . Jack Krie. to KDFS. 
Palm Springs. Calif. . . . Ilnrrv 
Lada.-s, from commercial manager. 
Franklin Broadcasting, to assistant 
iianager. W\VOM. New Orleans . . . 
I'ierce Alliiiaii, to jjrogram man- 
iger, WFAA, Dallas. IV.x. . . . Hill 
f)<>nl>le<lay, from program director 
o assistant station manager. KDIA. 
•akland. Calif. . . . Jim Wixxlell. 
rom assistant news director, to news 
lirector, WSAl, Cincirniati. Ohio . . . 
iJossi Cramer to senior accountant. 

VKOW, Madison. Wis J. C. 

)«»\vell to general manager. KIOA. 
)es Moines, Iowa . . . John Keys 
roni ad\ertising and promotion man- 
ger. WiXnQ and WMAQ. Chicago, 
o station manager. W.M \Q. that cit\. 

lOKE I'KOrLK O.NTIIE .MOVK: 
;het CaniplnMl from puhlieit> man- 
ger to advertising and i)romotioii 
Iianager, and Dan Anderson from 
ssistant manager, press department. 
I) manager that department, hoth at 



W MAO, Chicago . . . Veiiei- (). J. 
H;irii<'.H from aiKcrtising and sale 
promotion manager, (Miilds Big (]hain 
(li\ision, Kroger Co.. to manager, 
KliCL, Shreveport. La. . . . John S. 
Kttelson from MiC TV Films to ac- 
count executive. WOXI!, Xew ork 
Cit\ . . . Dan Ingnnn from pro- 
duction director to program director, 
WIL. St. Louis . . . Ilenrv II. Fniii/. 
from local sales manager to station 
manager and sales director. \\'I"I?\L 
I ndianapolis. 

Kn<l<>.>i: W(7rC, i\ew l?rnn.«\\ ick, 
\. J., assistant station manager. Toiij 
.'Marano. recipient of Young .Man of 
the Year citation from the iSCw Hruns- 
w ick Junior Chainher of Counnerce 
. . . K.MOX. St. Louis, Mo., cited hy 
that cit)"s Grand Jury Association 
for its editorial suggesting impro\e- 
ments in tlie Grand Jur\ s)steni. 

.St:ition actpiisition : KVi'<^. Stock- 
ton, Calif., sold hy Carl and Dexter 
llaymond to the Greater Stockton Ka- 
dio'. Inc.. for S200.000. Sale hrokered 
l)\ Kdwin Tornherg X Co. 

Station aecjiii.sition application: 

Fih-d h> Don Hancock for WHFI5. 
HolNoke. from Vallej Broadcasting 
Corp. Sale price: $200,000. Sale 
hrokered hy I'aid II. Chapman Co. 

\<'\\ <jnart<M-!<: W'TIIK. Spartan- 
hurg. S. C. Constructing new modern 
studios and olliees at its transmitter 
site to he known as Kadio Park. 

I'os.sihle record: KVA. San I'ran- 
cis<'o, sjjonsor. Exposition Fish Grot- 
to, signed its 31th year hroadcast or- 
der witli the station. 



NETWORKS 



AIK^ 'W i.s now ofTc-ring the nn- 
.s«ld half (an lionr) of the A<*a<l- 
<>ni_v .Awards on a (jiiarter Basis. 

Asking price for tlie (juarter: 
•S2.50.()(X). eommissioiiahle. 

Sponsor for the half alrea(h sold-. 
I'&G. 

The linger of tlie (|iiarter share 
must limit himself to two 90-sec()iid 
commercials, which makes the cost 
per commercial minute. .S<!3.333. 

NIJ(" 'V\ has lo.st another sontli- 




ANNOUNCEMENT 

RADIO STATION 
CJAD MONTREAL 
APPOINTMENT 




H. T. McCurdy 

John A. McDougald, Chairman of fhe Board 
of Radio Station CJAD Montreal, announces 
that H. T. McCurdy has been appointed 
Vice-President and General Manager. A 
native of the Marltimes, Mr. McCurdy has 
been with CJAD since its inception In t945. 
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most recent commcrciiih? 

WRITE DEPT. S. 
AT EITHER STUDIO 




/ 



A jjliinficr is added to tlio oast of two wrenches 
as these inanimate ohjeets beeonie stars in 
anotlier hilarious sloti-inotion selhng eon- 
versatioii ahoni Drano. ^^oRrf?/^^^ 

Pro(hiecd hy for THE 

DRACKKTT COMI'ANY throii^'h YOUNG 
& HUHICAM, INC. 




The ^h-ain of idiiiniiiiim foil and its many uses 
are heaiitifidly displayed in this scries for 
Keynolds \\ rap ... to piil over llie message, 
"0\ en tempered for llcxihie strength. " 

I'rodnced t)v 
UKYNOLDS .\l ETALS a')\l l>ANY through 
(".LINTON tv FRANK, INC. 




"Th*- »»iilj modern light hnlh in 35 years". . . 
llie Mew W eslinghoiise hull), is inlrodiieed as 
it niagieally liglils upon entering llic seenc, 
easting a soft glare-free light on the lo\-eliiieP3 

of.hcgirh ^/,8/?/>-- 

rrodiiecd hy for 
W ICS ITNGttOUSK, ELECTRIC CORP. 
ihrongh MeCANNERlCKSON ADVER- 
TISING (U.S.A.) 



•Til t\Mi-.s|:iti<>ii-iii;irk<>t iitliliatc 
to aim: T\ . this tiiiH>. \VrS\ TV, 
(Miarh'stoii. S. (]. 

The station is headi-d In .1. Diiuloii 
llaslic niid is liiii^cd uilli iIr- l{ct'\es 
IJroadciistiiij; <;roii|). 

ABC liadio. in it.s y«'ar-«'inl ri'- 
|>ort. «it«'«I tln's«' as tin- I<)60 
liigliliulits: 

• IT10 addition of II afl'dialcs: llic 
larjicsl miinhev mcr added in nii\ 
Near. 

• The iiilrodiiclioii of. and rc- 
s|)()usc I lisicnci and ii(K (M liscr I to. 
its jirograin Flair, nou l an ied o\ er 
26(") slalidiis. 

• The laij;esl audience allraclidn 
(61 million jjeojde) to its I'allerson- 
Johanssoii chamijionsliiii fmhl. Iirond-. 
east o\ ev I.i I slalioiis. 

• lis Breakfast Club jjrojrrain. iiou^ 
in its 27lli \eav. attracted some ?>\\ 
sjioiisois. amonj; them: Dou Chemi- 
cal. C.eneiiil Fo(jds. Geneial Mills. 
Grossell \ Dnidaj). I'arkev j'en. Peter 
Paul Caad\. Standard Labs. S\ l\ai'ia 
F.leelrie Trodncls and \\ liileliall Lal>. 

\dded kudos: 

MiG's neus commentator. Kduard 
1'. \lorj;an, recetM'd the Sidne\ llill- 
man \uard foi outslaiidini; radio 
news: connnenlar\ last \eav. 

N«'t ra«lii> sii!«-s: Ai!C Radio's I'al- 
tersoii-.|()ii;msson fiiilit coserage. 1") 
Marcii. to he co-s|)()nsoved hv Cailiii!:- 
iircuiiif; (Laiip. Tisher Stasimu ev I . 

and \lennen iW'avwick X Lejiler I . 
<> 

xN«'t U .salos: MiC TVs The S(iiiare 
II Olid oj Jack I'aar, 'M Jaiuiavs. Iloir 
Tall is a Ciaiit Irejx'at). 2.'5 March, 
and the Knnii\ Auavds 1 no date set I. 
to he s|ionsored i)\ Pidcler \ (Jam- 
hie (r,&l!l . . . M5C TN's college has- 




kethail s \ational I iivilalioii J oiirria- 
menl, 1'! and 2.1 March, half sjionsor- 
ship houiiht h\ \V\nn Oil (EWMK) 
. . . \i>C 'r\''s The GrnnJe Parade oj 
the St. Paul Winter Carnival, 2o Jan- 
nar\, sjxinsovshiii honght hv W'iiirl- 
|)()ol Corp. (K&K). 

.V«'t t> |>rojiramtii<; not*': CHS's 
CunsrnoI.e. ex|)iindini; to full hour- 
iO-ii |).m. KST. Saturda\?. next fall. 

I'EOI'LK ON TIIK AlOVE: John 

'P. Madi<::iii from manager, NBC 
ucus. Neu "1 ork newsrooms, to ARC 
director of new-- and jiuhlic affairs 
. . . John if. Connolly from ])ress 
Information de|iartment to head of 
si)ort- puhlicitN. CHS T\'. 



REPRESENTATIVES 



[{lair, in k»'cj>in'; \»itli it? <;oaro«l- 
iij> sjtot ra«Pt«> s«'!Iing: i>r(><;rani. 
»dfvat«'(I four of" its sales ex«'cii- 
tt\«'S to vi«'e-i>r«'si«I«'nt.s. an«l or- 
•;ani/«'«I a .-.ales iiiana<;oni«'nt 
board. 

The new s; Lou Kaust and K<\ 
Vi'hitles. \ew York ofTice: Heher 
Smith, nranager. lUair San h'raiicisco 
oHice: and Clrnrle? Fritz. Detroit of- 
fice manager. 

The new sales management hoard 
will he stalled 1)\ '1 lionias C. Harri- 
son. \.|). and manager. Blair's Chi- 
cago office, in addition to tlie four 
new \ .j). ~. 

l{«'|> ai>|>ointnHMits : KST'I\ l)a\en- 
|)ort. lowa. to A«lain ^ oiini: . . . 
Kl)|{. Santa Harliata. Calif., to 
Sand«'lH'iii/(;at.-s . . . \VI{I."M. I'a- 
hokee. j-'la.. to nr«'«'n \\'av«I. 

l)i><n<*<Mn<Mit : Geo 1 no No nna u 



Perk J , ill**. aiiiniati'<l I*:irakrct, hocoiiies :i 
singing t=>;il(*siiKin for I'VoiiclTs I'arakcct Seed, 
oonviiiriiig ilic aii<liriict: that lie "loves 
t'rei.eli's." <i^/j8/?/>— ^ 

Produced l.y f<>r THE U. T. 

FRENCH cb.MI'ANY through I'llE 
RtCIIARI) A. t-OLEY ADVEUTtSlNG 
AGENCY, INC. 





"Nothing fits lliC food occasion like Hit 
|>ro\ cn w ilh jingle, animation and Btop-ino 
rtic leading role, played liy a tiitz Cra 
rhylhniieally leads the viewer through 1 
tizing live action food sequences. 

I'roducc.l hy ^f^^'^^ for NATIQ. 
BISCUIT CO-MPANY through McC;* 
EHICKSON ADVERTISING (U.S.A.) 



liioadcn^liiij:. fniin l'"()ij()c ;iii<l 
sliili()ii> iii\ol\('(l: 

Cil\. rmli, ()';(l(>n. I Uili. aiul 

K\\l. Col.lcii. Col... 

rKoiM.K ON rm: .movk: i{<>I)- 

«'rl HntKT from media research head, 
Leillieil i\c\\ell. lo operalidiK head, 
h res.-areh. Hhiir-TN ... II. ."Vhil- 
coliii Slii;ir|. lo Side? maiia.iier. 
Charh'> Bernard . . . VnioM Simr 
from sak-s Mali. W MU-TV. and 
KolxM-i W <;<)|»|)iiii:<T. from 1{ M>. 
holh lo >ales -mlT. MiC S])ol S.de-. 

Kudos: lloAsell J. MalliMl iii. lilair 
ra(Mo. (Chicago, named outstanding 
hroadcast represcntalix e of the \eai 
h\ the ("hiea,t;<> \j;en"\ Media (Iron]!. 



FILM 



The iin|i<>rlniie<- oT latest film 
niul tape pi'ocltK'tioii t<'('lini<]iies 
>vill Im- lii^liliulited :it tli<> i'otirtli 
W ostiiij;li(>iise piihlie serA iee eon- 
fereiK-f. 

Sel for 9 April in rillshu rjili. 
there II he a S])ecial seminar on reeenl 
ad\aiices in fdni and ta])e lechaiciiie 
for all uses. 

ir* first lime siieli a li)])ie will he 
disnissed al llie \\'I!C conferences. 

Sales: W'l'IV. New ^"ork, is piodneer 
of special, Caslro. Ciiha. and Catn- 
iniiiu'xin, sold |)\ Durham Telefilms lo 
kl!TL-T\ . Demer: Kill II -TV. I Ion- 
lulu: kJI-:()-T\', Fresno: K\ AL-'I \ . 
Euijene: WKOC/R . Korhesier: k.^^L- 
r\'. Sail Lake Cil\. and W I5.\L.T\'. 
liallimore. and h\ l-'renianlle. in Hol- 
land . . . Zi\-l \ - Miami L ndcrcorer 
Lincoln-Mercur\ dealer- (K^vlOl on 
kG\-T\ . Chicago: lo Texas State 
Optical il-:\M!vKI!l on KO\()-T\'. 



>aii Niilouio: kMID-IA. Midl.uul. 
and KI'lid-TN'. Iloii-loii: In Sailini 
Senice I W ilkiu-on \d\erlisinj; I on 
\M!()(:-T\'. l{..( hc-t.M : aii<l lo -ta- 
tions kl'I.C-TV. Lake Cl.arh-: 
W I) \M-T\', llalti.-luM-; W i;i!l.-T\ . 
Cohiniluis. Ca.. and W VC, \-T\', .lark- 
sonxille . . . IT(! Ja\eliii l'r<>dn(lion- 
\alioiml I'ooiIhiU l.ciipif l'irscnl\ to 
\\'l'l\. New 'lork: \\"l!l!M-T\ . Chi- 
(•aj;o: W M M!-T\', I! a I t i ni o i .• : 
WA^Z-IA . Detroit: WTT\ . In.lian- 
apoli-: WCCO'IN. Minneapolis: 
W'I'ST-TV. Miami: kl.Z-T\'. I)en\er: 
\\'I5I{C-T\. liirniinjiham: \\FAI,-'I\ . 
Tani])a. and \\'JI.M-TV. I.au-in^ . . . 
Si>\en Nils Nssocialed - W arner liro-. 
I'ilin.s of llu- '.id's lo \\T()I'-T\'. 
W ashinjilon; W'JVI'TN. Jaekson- 
xille. and k M!K-T\'. I.illle Kock. 

<"(>miiiereials : I'ntil UelaiijXf'r ap- 
pointed \.p. stall producer for Con.-nl 
I'ilm- of llolKwooil . . . t,)uartet l-"ilm- 
of llolKwood re])orls resijination of 
])ie-i(lent Artliiii- l{nl>l>itl. ap])oiut- 
nienl of Mic'liael Lah as \ .]). anima- 
tion clire.'lor. addition of Dan <j<>r- 
doii as -loi \ de|j;nlmenl head and 
KeiiiH'tli <)"l{i'it>n a- super\isiii^ 
animator. 

I'rojiraiiis : ITC lo di-lril>ule Direr 
Dan. 104 epi>()(le. sc\cn-minule cohii 
-erie- produced h\ \ uvuvi Produc- 
tion- of l*hilad('l](hia. 

l\e.«t'nreli : NT \ reports lhal L. S. 
Marshal earns lime jx-riod \ictorie- 
in ,37 markets according: lo AWW re- 
])orls llirouiih No\cnil)cr I'WiO. Mar- 
ket- are \llanla. Coliindm-. kan-as 
("it\ . lio-lon. Cle\elau(l. Indianapolis. 
l*ro\i(lencc. Miami. All)au\. Norfolk. 
Birmin^iham. Sail Lake (".il\. Mohile. 
Green l>a\. San .Anlonio, I'lioenix. 




little girl dancing with her pet white 
efTeetiveiy ilhistrates "It"s the Calgon 
hat makes llie dilTerenre." There is 
ai>tas)' as tlie little girl danees out from 
the Calgon box atop a washer. 

ced by ^'^^^'^^oT the C.VLGOX 
irongh KETCHU.M, M,vcLEOD & 
VE, hNC. 



The question . . ."\\ bat dor.- Klear Floor \^ a\ 
Do?". . . is mdsieally answered by . . . "Ask 
any bright floor." lieautiful room aixl floor 
shots add faeloal weight to the eommereial 
n,essage. ^l^m^I)r^ 
Proddred by for S. C. J 01 1.NSON 

& SOi\, INC. through FOOTE, CONE & 
BELDING, INC. 



NEW YOf, ?00 EAST 54th STPEET 
CHICAGO 16 EAST ONTAPIO SIPEEI 

T 



\ 



Ai>in>alion aixl live artioii arc comhinrd wilh 
ail original ninsiral score l<t rniphn^i/e lh«* 
trim, slim look of llie Irniv thin tir\\ ]*![<i;iii. 

^^ff^^^^'^U^T ELGIN 

N.VTIONAI, WATCH CO. tbrongli 

J. W ALTER TIIO.MI'SON CO.MI'ANV. 




The rliarin of (Jiselr .MacKrnzie's voieo an<I 
mmlern ponthon>c .setting, tell ai> elTeetive 
story of discriminatii>g smokers prrferrnre for 
Di> M anrier. 

Produced by ^ for HHOW N & 
WILLIAMSON TOBACCO CORP. through 
VICKERS & BENSON LTD. 



1)V foi 




The oatdralnc^s of a rbild s love for drawing 
is (ised to good advantage as a ebarming little 
girl draws a lia])py face to ilbislrato the ofTer- 
tiveness ai>d pleasant taste of St. Joseph 
-Aspirin for Children. 

Produced bv PLOUGH IN- 

CORPORATED through LAKE-SPIRO- 
SHURMAN, INC. 



Aiiiaiillo, \\'ilke?-liarii'. S\ raeu>t'. 
JacJcsonville. Cedar Kapifls, Soiitli 
Ik'iul. Chattanooga. l?oise. Grcein illc, 
Koaiioke, Kii()x\illc. Joplin. Cliico, 
Omaha. 0(les>a. W iciiita. Savannah. 
(,)ua(l Citv, Hai i isl)urg. and Cohinihia. 

I'EOI'LE 0> THE MOVE; 
C. W'ylio (];il«l«>r to sales director of 
Colund)ia Film.* . . . 'IVlcvi.-iion IVr- 
sonalitie.s appoints Vi'illiaiii IIo(»|H'r 
as Ea.stern district manager. Al \V. 
Go<)(l>^iii as Southern district man- 
ager, and Ertiiik L. Sliooliaii as 
\\ estern district manager . . . Georpo 



(»ill>»'rt named UAA account execu- 
tive in the East. 



PUBLIC SERVICE 



Kiulio .station \\ I)()K. Cl«-\«-laii(l, 
Ohio, lias a<l<l<Ml to its pulilic 
sorvicc laiir»'ls tlic rol«' of hkhH- 
oal tlnTJipi.st. 

Medics in that city's famed Cleve- 
land Clinic, on the ])remise that mu- 
sic can hel]) overcome periods of 
emotional, mental, and physical dis- 
tress, has pijied into the Clinic s 22 



surgical suites music taped from 
WDOKV Candlelight Concert. 

Only in.strumental selections are 
used: vocals and too-spirited music 
are erased from the tapes made at 
home hy a Clinic staffer. 

The hospital s master tuner is lo. 
cated in the anesthesia room. 

I'lildie !*<'r\ie»' in action: WMCA, 

i\ew York City, ])roject WMCA 
Operation Tennessee, to aid evicted 
Tennessee Negroes, resulted in a 
seven. 10-foot trailer caravan, led by 
the station'.* mobile unit, bearing 1.50 
tons of food, drugs and clothing to 
the victim.s . . . WGBI. Scranton- 
Wilkes Barre. Fa., collected more 
than 100.000 Christmas cards from 
its listeners, for distribution to re- 
gional orphanages and children's hos- 
pitals. The cards are used in thera- 
peutic treatment . . . WKRC-T\% and 
Vi'KKC Radio, Cincinnati. Ohio, ex- 
tending its editorial program to five 
da\s a week . . . W'QAM, Miami, 
joining with area radio and tv people 
to ready its second annual Heartbeat 
Hop, 29 March, to garner funds for 
the Greater Miami Heart Assn. 

PEOPLE ON THE .MOVE: 
Georji*' A. Heineniann, NBC man- 
ager of public affairs, appointed 
member Public Information Advisorv 
Council, Southern regional education 
board. 

Thisa 'n* «lata: WOH, New York 
Citv, brochured under the tag — A 
Special Report — - its coverage of the 
lirooklvn-Staten Island air disaster. 

(iratofiil siibnrbaiiites praised 
radio with s|)ecial fervor this past 
week after a strikc-and-snowl>ound 
elTort to clamber from Westchester 
and other Xorthern points to .^lan- 
liattan in New York. 

With raiK\a\ men on strike and 
some six inches of snow on the 
ground a fortnight ago, connnutcrs 
had a ])rc)bleni if they tried to drive 
to town or if they had no car. So 
W'VOX, New Rocliellc. one of the 
"Herald-Tribune" stations, launched 
"Operation Hitch-hike"' and asked 
comnnitcrs dri\ ing into town to call 
the .station if they had room for pas- 
sengers. And \\'1CC, Fairfield, 
('oini., did the same in setting up a 
special telephone mind)er. ^ 



SURE I'M A CONSUMER, BUT . . . 



/ Never Heard of Yo//. 

I Never Heard of Your Product, 

I Never Heard of Your 
CotHpany, 

I Never Heard of Your 
Reputation, 

I Never Heard tvhat 
Your Product would 
do for me, 

I'm willing to try it 
but I never have 
heard about you. 




MORAL TO TliMEBUYERS: If you want your product known 
to consumers in the Tulsa ALarket, use KAKC for the most com- 
plete market penetration. KAKC is No. 1 in Tulsa and the 21 
counties of Northeastern Oklahoma. More adults (buyers) listen 
to KAKC than any other Tulsa radio station. 

///.' I'm K. A. Ciisey . . . here to offer advertisers the 
best buy in the Tulsa Market. Call your Adam Young 
representative today and see for yourself. 
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Dr. Carl H. Rush, led li.itc> it-ciiicli i-x- 
I'culivf. lia» Ix't'ii appointed a \.p. ;rii(l di- 
jf rector of roearcli for tliat ai;eiic\. Dr. 

|{ii>li. \slio joined liates in Ma\. was 
elected a \ .p. in tlie firm's rL'sear( li depart- 
Mient in \o\cnd)er. lie was also at 

that time, appointed a niemlier of the re- 
>ear('li polie\ connnittee. Prior to this 
Bates aflrliation. Dr. Kn>h \\ns a research 
advisor for Standard Oil Co. I N.J. I. \ nati\e of I'lint. Mich., he's an 
alumnus of Ohio State where lie recei\e(l a I'h.l). in l*s\ clioloj;\ . 

Clifford M. Kirtland, 'rranscontincut 
Telo\ isiou Corp. s treasnrcr and controller, 
has heen elected a coinpain \.p. Kiitland. 
who has ser\ed the firm as a finance c\ecn- 
ti\e since 19.57. was. hefove that time, hnsi- 
ness manager for the Transcontinent radio 
and tv outlets iW'GR) in HnlTalo. \. \. 
Prior to that, he \\as associated \\ith the 
Abstract and Title Insurance Co. and with 
Price VS'aterhonse Co. He iia.^ a R.A. degree from Michigan State 
lni\ersit\ and a Master of Hii-.ines^ \(lmini>lrati()n from Hnr\ard. 

William P. Andrews, general sales man- 
ager of Independent reie\ ision Corp.. lia> 
heen promoted to \ ice president in charge 
of ?\n(iication. Andrews promotion, ac- 
cording to I PC's hoard chairman. Michael 
Nidorf. marks an acceleration of the com- 
pan\ s general expan?ion program. \n- 
drews. who joined ITC a> western (li\i.-ion 
manager in JuK. ly.i!!. liecanie nortiicast- 
ern division manager in June. \')r>9. Prior, lie was ^pot sale> manager 
for Zi\ TeUn ision. and account e\ccuti\e at KPTN'. Portland. Ore. 



David M. Sacks, general manager of 
KGO-T\'. San Krancisco, has heen ])ro- 
nioted to \-.p. of .\15C. Sacks was maile 
general manager of KGO-T\' in 1960: he 
had heen general sales manager since 
1932. Prior to that he was \BC TV's spot 
sales manager in San Francisco. Sacks 
joined the .-ales staff of KGO-T\' in 19.51 
after resigning as sales manager of KKOW 
mow KABLl. Oakland. Calif. In 1946. Sacks 





nflicer w ith the V. S. Xa\ \-. Fie 



serxed as an education 
once a CBS studio encineer. 



NEGRO COMMUNITY... 




When It comes to reaching the enor 
mous Negro Community of greater New 
York, time buyers sum up their strat- 
egy in three little words: "LIB IT UP" 

The reasons are simple. Whether you 
sell a LIBation or appeal to the LlBido 
only WLIB can do 
the effective job. 




lotti Thtresa |?5!h Slr»5t S 7» UttMt. Yo't 27. N Y 

EMBRACES THE ENTIRE 
NEGRO MARKET IN GREATER NEW YORK 
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frank talk to buyers of 
air media jacilitics 



The seller's viewpoint 



III the thousands oj words issued in remit months on the pros and cons of 
the sinc^lr role, little attention has been paid to the issue oj the sales e/Jectire- 
ness oj radii) jor the local adrerliser on a poiver station {the type oj station 
on uhieh the issue oj the sinf^le rate is most critical). Donald J. Trageser. 
sales manager and assistant general manager. KDK I. Pittsburgh, tacldes 
that question in a piece stressing the importance oj a station's ejjectireness 
over its number oj local accounts and sales dollar lolnnie tliev represent. 



^1 



Radio power stations can be effective for retailers 



nTtiere-. a pnun .--lio]) on ;i corner in l'illsl>nrgli, Penn- 
sylvania . . . aceordinj; to llic song \\lu'tli kc])! our coni- 
nnmllv In'gli ntop the hit lists a few y<"ars l)ack. 

\\V don't lia\c tlic ])au n shop on tlic air. But clianccs 
arc good that tlie l)()okstorc next dooi. tlie l)ank up tlie 
hloek, and tlie nearl)\ aiito dealer are advertisers in radio. 
I loot radio's horn to ])oinl out that a ])ouei stalion ran 
(h) a poxM-rfui jol> for local nu^rcliants. 

It -eenis ihat the acid test of an\ station's eflectix enes;. 
is tlif niinilxT of local accounts it carries and tlie dollar 
\'olnnie therein represented. 

In approaelilnp radio, adxcrliscrs and agencies must put 
aside some of the ordinar\ \ardsticks. The station's rates 
nia\ he higher than those of its coiiipelilors. The station's 
c.ost-per- 1.000 nia\ he higher. 'I he station may oiler less 
freqnency or fewer impressions than its I'ompelitors. I'^x-cn 
rating points are not significanl lier(\ 

I he paramount issue is sales effeclix eiiess. ("an llie 
slation deli\cr ihe customers'/ ('an the merchant henefit 
from association witli the station's image':* Tliat puhlic 
ini])iessi()n tlu' atmosphere in uliich the commercial is 
delixercd and its acce])tahilit\ in the market can mean a 
great deal to the local aiKcrliser. 

fewer and fewer tiiiiehn)ers arc choosing striclh h\ 
the nnnihers. More and nioie general iiiaiiagers an 
emphasizing their stations' image \ ia conimunil) lelation- 
])iogranis and (pialitati\e research ])rojccl.s. which in lurn 
gi\c llie linicl>n\ers new crileria to use wilh confidence. 

We lia\e found it <lcsirahle to interest ])rospccti\e clieiil.- 
III a small or shorl schedule, hnl a well-])lanned one. \ ha])- 
liazard campaign can he costK to ihe adxerliser. the sta- 
tion, and ihe niedinm. and one such experience could sonr 



the newcomer on the eifeclix eness of radio generalK. 

Salesmen should feel strong res])onsihilit\' in this re- 
gard, should he well aware of the importance of the extra 
eiToits to he made in a])])rising' theniseKes of the ad\er- 
tiser's special selling needs and arri\ing at a schedule to 
la]) the full jioteiitial of radio. 

Hearing a liiglil) regarded broadcasting celehrit\ ]>ut 
his indix'idnal touch on a commercial can make (jnile an 
imjjression ou \'onr customers, just as it often does on the 
agenc\ man in hearing the audition sjiots. I'rograming de- 
partnienls can he most helpful. es])eciall\ at a stalion 
where personalil ies mean somclhiiig. I^oeal ndxerlisers 
lia\c been jjrofiting from identification uitli such radio 
figures. 

There was a lime when we discouraged the strictly 
dounloun or one-location advertiser from using our fa- 
cilities. Those dn\'s are gone fore\er. Such sponsors can 
easily ])oinl lo direct results nowadays and generally are 
willing lo share tlieir suc.c(>ss stories with the station. 
These in lurn are \aluahle in allracling additional region- 
al and national time ])urchasers. 

1 find that w ith an\' amount of results at the cash regis- 
ter, the client will hoth extend and u])grade his s<-liedule. 
That's a big reason win KDKA carrie> not only national 
nle^s;lges aimed at the se\'en million residents of a 10- 
counl\ area, hut coniniercials for smaller businesses con- 
cerned wilh leacliiiig a small segment of thai ])opula- 
tion. 

The client can ])ul his trust in local celebrities. I he 
customers tlie\ attract from outside their circle of interest 
can represent a uondeiful bonus while the\ are reaching 
the peo])le the a(l\ ertiser initial!) w ants. ^ 
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"Itbur grandchildren 
will grow up under 



Communism ! " „ n,k 



TA KHRUSHCHEV 





Will the Soviet threat come true? Will \our grandchildren live under Comninnism? Forget God? Salute the Sou'el Hag? 
"Neverl" you say. But are you sure? How can you oppose Communism? One sure «ay is to help Radio Free Fnrope. 



The voiee is that of Nikita Khrushehev. 

The audienee is American. 

'■ Your graiuicliildrcn will ^row up 

under Coinmiinisiii!" he shouts. 

Will your children live to see 

the Free World die? 

Forget God? Salute the So\iet (lag? 

"Never!" you say. But are you sure? 

What can you do to oppose Communism? 

There is one sure way. 

Help Radio Free Europe. 

What docs it do? 

E\cry day, to 79 million eapli\e people 



behind the Iron Curtain, it broadcasts 
news of the outside world. 
It helps keep these people from turning 
to Communism. The Poles, Czechs, 
Bulgarians. Rumanians and Hungarians. 
It keeps ali\e their friendship for 
America. It readies o\er 90°{, of these 
people, despite Communist jamming. 
Thousands of letters echo the plea: 
"God Bless You! Please keep 
Radio Free Europe on lite air!" 

These people are the buffers between 
Russia and the Free World. 



They pose a major obstacle to the 
Russians starting any war. And 
Radio Free Europe is their strongesi 
link Willi I lie Free World. 
But Radio Free Furope depends on 
indi\idual A\mericans for its existence. 
How about it? 

Will you help? . . . Gi\e a dollar? 

. . . Give ti\e dollars? ... or more? 

Surely your heart tells you to 

gi\e something so that our children — 

and all children— shall li\e 

in freedom throughout the world. 



Give Now T„... RADIO FREE EUROPE 

The American People's Counter-\'oice to Communism 

Mail your confributions to; Radio Free Europe Fund^ P. O. Box 1961, Mt. Vernon 10, New York 
.-1>0\S0U • 30 JWl \m 10f)l 
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Sponsor- Week 

W^illi llii> i>siio wo iiitiodiice '■S|)()iisoi-Wcok'' (sec i)ag(' 
27). 

Siii)tM\ 1)\ new s editor Ben Boilec and produced under 
llie dir(M'li()ii of senior editor June J'inkerlon, "Sponsor- 
Week" is our most inii)()rliinl editorial innovation since we 
went weekly in Octoher 1956. 

It adds a coniijletcK new dimension to sponsoh. enai)liuj2; 
ii> to i)riii'; a fidl conipletnent of si'^nifieant tv and ladio 
advertising; news of tlu^ week to busy executives. 

W^itli ■■Si)onsor-\\^'ek" our tlionsan(l> of ajiency and ad- 
vertiser readers will now keep i)()st(ul on late-l)reakin<; hroad- 
(\ist developnieiits, rei)ortcd in deplli. Tlnee l)ages of tliese 
rc|)orls will precede tlie article section near tlie front of llie 
l)()ok, tlien will jnuij) to tlie hack to i)rovi(le a weekly round- 
up of >liorler items, departnienlally arnniged. 

si'oxsoi! lias j^rowii to l)i^ hook stature (hilling more tlian 
SI, ()()(), 000 each year .-ince. it went weekly ) as tln^ analyti- 
cal, inler|)retali\ ('. crusading, facts-and-fignres hook of its 
Held. Our weekl\- article.-. "Sponsor-Scoix'" pago. and dc- 
|)artnients lia\e si)arke(l this growth hy i)r()\i(ling a valuable 
and nnduplicaled >cr\ ice for hroadcast-niinded agency and 
advertiser rcadeis. 

lUil until now. our formal and |)rinling schedule have not 
|»crniilte(l regular antl detailed iiudnsion of late-hreaking 
information. Nor haw they allowed the prompt interpreta- 
tive attention to certain de\ (d()|)meiUs in onr fast-paced in- 
(ln>lry which si'onsoi! is hcst able to provide. 

■■Spoii-or-W'eek"' answers this iiccmI. 'together with our 
other featm'cs, aitic les. and depa rlnienls, il enables sroxsoi! 
to |)rovide onr I)h>} advertiscr-agcney readers with a single 
weekly readable package containing all they need to know 
about news and (lcvelo|tnients in the field of Iv and radio 
advertising. 

W ith this added dimension Si'ONSOi;. more than cwv be- 
fore, is the one and only book which yon need to keep up 
with your industry. We |)ronii>c^ w c will not boic you with 
extraneous infornialion. HiU we will gi\c yon all the lact> 
\oii ouiilit to luuc. ^ 



lO-SECOND SPOTS 

Arthurian: "1 know you've heard 
me criticized in the advertising husi- 
iiess for lit'iiig impnlienl and annoyed 
with main eoinniereials as they are 
delivered in their nice sterilized little 
envelopes," Arthur Godfrey told a 
recent R TES buying and selling semi- 
nar in \. Y. "Well, I have heeu 
critical. ^ on may recall that it used 
to l)e that 1 worked over the agency 
\ice president as the culpable char- 
acter. This was before agencies cre- 
ated so many vice presidents it goi 
la be lihe rriticiziiip, a relipoiis 
proiii>." 

Top banana: Speaking of Godfrey, 
he didn't get a word in on a recent 
radio show after he made the mistake 
of asking comedian Jack Carter if he 
knew nn\- jokes about Texas. Any? 
Carter took oxer the show and reeled 
off: 'Ihe one about the Texan who 
wrote a large check which was re- 
turned b\ the bank marked — '"In- 
snfTicienl funds. i\<jt you — IV!" 
Then he recalled the Texan who 
bought a little boy for his dog. Then 
the native who boasted, "I fly my 
own plane, right into ni\ own house! ' 
And then he told of the Lone Star 
Stater who had a special automobile 
built to run on electricity. It cost 
him oidv $2!) in current to cross the 
country but the extension cord set 
him hack S2.)!10. And finally (lime 
was rnniiinj; niu), there were the 
two Te\;ni> who \ i sited a Park A\ c- 
nne art gallery and ])urchnsed a num- 
ber of I'icas.-os. \ an Goghs, Rcnoirs. 
Monets and Gangnins. "Okay," said 
one to the other, "jcc're f;oi lite 
Clirisliiins rnrda: Id's go oiil am! buy 
the presents. ' 

Antidote: W'cM sav this was good 
planning. A recent CI5S projiram 
j-chcdnlc lead: " Thursday, 2:30-3 
p.m., Alt Liiikletter's House I'uily 
guest ]a\ ^vorth (Dennis the Men- 
ace): Fridav, 2:.30-3 p.m., Art Link- 
letter'- House I'nrly guest — Di. 
\athan l.cichnuin. child ftsycholo- 
fiisl." 

Sacrifice: Vl-o from CHS "Delete 
f)vliiv (Willis: iii>crt President Kiseu- 
liower- Farewell Address to the 
Ameiicaii Peopled" Cos/i, Washiiic.- 
loii jitsi interrupted some driiifiiu!: 
Ill I'rnnuees Tavern. 
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Young Charles Collins assists Rozell in the 
semi-annual WRBL-TV polio immunization drive 

ROZELL is ONE of These PEOPLE 

Consistent public service . . . presented in the atmosphere of daily family 
life . . . gives At Home with RozcU a special place in the hearts of Geor- 
gians and Alabamians. 

Rozell Fahiani's devoted and enthusiastic jjiihlic looks upon her as 
something more than a "TV iiersonality." She has a long list of civic 
contributions and accomplishments dating from her inaugural i)rogram 
in 195-1. Now in its 7th year, At Home with Rozell continues to draw 
loyal and inspiring jiraise. 

Peojile like Rozell . . . plus other local programming and public 
service . . . make WRBL-TV a leading influence in the Columbus area. 
Such peojjle and programs sell products, . . . and win awards, too. 



AWARDS RECEIVED BY "AT HOME WITH ROZELL" 

Certificate of Appreciation 

Navy Recruiting — State of Georgia — August 12, 1955 
McCall's Award 

Otis Lee Wiese, Editor & Publisher - McCall's - 1957 
Honorary Membership 

The Legion of Mountaineers — June 10, 1958 
McCall's Award ("Operation Courtesy") 
Herbert R. Mayers, Editor - McCall's - 1959 
Carol Lane Award (Traffic Safety) 
National Safety Council — 1958 
Certificate of Honor (Contribution to furthering public 
understanding of The Life Line of Arrierica) 
Grocery Manufacturers of America, Inc. — 1960 
Honorary Life Membership 

National Congress of Parents and Teachers — February 8, 1960 
Certificate of Achievement 

The United States Army Recruiting Service — May 17, 1960 
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Represented by George P. Hollingbery Company 
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ANNOUNCES 
ITS SYMBOL 
OF SERVICE 



A radio or television station is a public trust. The airways 
belong to the people. The management of broadcasting 
properties must serve the public interest and further 
the public welfare, This responsibility is significantly greater 
v/hen a group of radio and television stations in major 
American cities is owned and managed by a single company. 

With the announcement of its Symbol of Service, 
RKO General reaffirms its dedication to serve the listening 
and viewing public, It will be used to designate the 
public service programs broadcast on RKO General 
stations. Struck in bronze, it will be awarded to groups 
and organizations who join with RKO General 
in the creation and sponsorship of such programs. 

RKO General establishes its Symbol of Service as a 

visual expression of the principles and policies 

of its Broadcast Code, copies of which are available 

upon request. It is RKO General's intent that, over the 

years, this Symbol of Service will become synonymous in 

the public mind with programming of unusual 

merit and community benefit. 



WOR, WOR-TV New York 

KHJ, KHJ-TV Los Angolcs 

WNAC, WNAC-TV Boston 

WGMS Washington 

KFRC San Francisco 

WHBQ, WHBQ TV Memphis 

CKLW, CKLW-TV Windsor, Ontario 

WHCT Hartford 

The Yanl<ce Network 

Robert Lawrence Productions New York 

RKO Sound Studios New York 





RKO GENERAL, INC. 1440 BROADWAY, NEW YORK 18. NEW YORl 



